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Rough Proofs 


Even the forecasters in the 
sports field are having their 
troubles. Four hundred and twelve 
right answers in a football scores 
contest cost a Denver clothier $30,- 


000 in one week. 
aee 


Mr. Truman’s favorite opinion 
poller drove through the country 
in a chicken truck, dressed iike 
a son of the soil. There ought to 
be a good market on Madiscn Ave. 
right now for chicken trucks. 

ases8 

St. Joseph’s aspirin is selling 
a modified version of the product, 
sweetened and colored for young- 
sters’ use. All it needs now is to 
borrow Castoria’s slogan, “Child- 
ren cry for it.” 


Business editors who mull over 
convention programs often won- 
der why so many of them list of- 
ficers and speakers without titles 
or company connections. 


“Giveaways don’t buy audiences: 
Goodson.” 

Maybe the explanation was fur- 
nished by the poet: 

a ~ springs eternal in the human 


reast: 
Man never is but always to be blest. 


Uninitiated observers who saw 
Nash’s outdoor display in Mem- 
phis, “Thanks a million,” thought 
the company must have been 
claiming victory in the election 
broadcasts. 


Gasoline advertisers say the sup- 
ply is good enough to justify us- 
ing more space, so apparently you 
can count on bigger and better 
traffic jams from now on. 


Nobody envies the radio comics 
their huge salaries, but a lot of 
people envy them their smart le- 
gal advisers, who have found a 
way to convert income tax head- 
aches into capital tax gains. 


Like violets crushed by the 
siorm, responding to the first 
warm rays of the springtime sun, 
marketing research men are once 
again modestly lifting their heads 
to face the world. 

age 


Ac’cent, the slogan says, “makes 
food flavors sing.” 

And no doubt the first words 
cf the song are, “Come and: get 
i ht 

a5 68 


Hint to prohibitionists: Hotel 
riven in package stores areas say 
the customers drink more than 
\7yhen the potions are served by 
tae careful and experienced bar- 
tender. : 

aan 


A magazine looking for a 
bright young man as promotion 
manager offers a group of “hard- 
working, fun-loving associates.” 

It’s a good thing they didn’t put 
“fun” first. bs Eb 
Copy Cus 


‘PR Is Not Yet 


a Profession, 
Society is Told 


New PR Group to Set Up 
Full-time Office and 
Seek to Lift Standards 


Cuicaco—The practice of public 
relations still doesn’t have full 
professional status, speakers told 
the first meeting of the Public 
Relations Society of America here 
last week. However, they agreed, 
in general, that steps can and 
should be taken to eventually pro- 
fessionalize public relations acti- 
vity. The membership also consid- 
ered recommendations for a $50,- 
000 annual budget for a permanent 
office, full-time secretary and other 
activities of the PRSA next year, 

(Continued on Page 61) 


This is going to 
be expensive 


...but worth 


aN every penny 


57 Imagine pork sausage made from all the hme, 
firm mest of chowe whole porkers including leon 
hams costly lous and tender shoulders seesoned 
Pith fragrant spees that bring heck memones of 
hearty eating ‘down on the farm’ 

Sound expensive? It is But whee you taste Farm 
Recipe Brand Pure Pork Seusage youl agree 
thet such rare goodness us worth every extra penny it 
Conte. Becnuse it is extra bean, it doesn't fry away 


Beg borron or buy » pound Your dealer hes it 


Farm RECIPE 
BRAND Pure Pork / 
SAUSAGE’ 


“Rade with ALL the choses cuts from FINE pevkers 
FCO cram a Fe. 


ANE Pacem (OmtamT Hee bom mee 


IN NEW PROGRAM—This is one of the 
newspaper ads in the 1948-49 campaign 
planned by Hunter Packing Co., East 
St. Louis, Ill, for the greater St. Louis 
area. Eight newspapers, five radio sta- 
tions, car cards, outdoor and point of 
sale will be used in a 52-week campaign. 


Food Sales-Ad Ratio 
Reaches Record Low 


Brand Turnover Hits 
Its Fastest Velocity, 
Nielsen Tells GMA 


New YorK—Despite high costs, 
high prices and the probability of 
even higher taxes, the nation’s 
largest food and grocery product 
advertisers took stock of their 
prospects at the 
40th annual meet- 
ing of Grocery 
Manufacturers 
of America here 
last week, and 
found them good. 

In his 11th an- 
nual “report” to 
GMA, Arthur C. 
Nielsen, presi- 
dent of A. C. 


A. C. Nielsen Nielsen Co., mar- 
keting research 

firm, said: a 
“Food sales per advertising 


dollar have broken all records. 
They now stand 37% above the 


Judging 
of ad awards gets new 
challenge. See ‘Voice’, 
Page 34. Other features: 
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1942 level on a tonnage basis, and 
73% above 1942 when measured 
in dollars.” 

These figures, he explained, are 
the average of indices for 26 
grocery store commodities audited 
by Nielsen Food Index. The range 
is from a decrease of 71% to a 
gain of 522%. 


ws Major advertised grocery brands, 
Mr. Nielsen continued, hit a 
record velocity of turnover in 
1948, and “are now turning 54% 
faster than their less-well-adver- 
tised competitors.” 

“Furthermore, the major adver- 
tised brands have maintained, in 
1948, the record set in 1947 for 
popularity with the consumer. 
Whereas these brands accounted 
for only 37% of the total business 
in 1942, they rose to 43% in 1947 
(a competitive gain of 16%)—and 

(Continued on Page 60) 


Video, Research Hold 
Four A's Spotlight 


Outdoor Group 
Studies Panel 
Standardization 


Big Interest in Painted 
Bulletins Evident at 
OAAA’s 53rd Conference 


Mempuis—Standardization of 
poster panels, which has been a 
live issue in the outdoor adver- 
tising field even since the adop- 
tion of the Raymond Loewy panel 
in 1946, again emerged as the 
chief subject of discussion at the 
53rd annual meeting of Outdoor 
Advertising Association of America 
here last week. On Friday, the 
board of directors adopted recom- 
mendations of the operating stan- 
dards committee for a modified 
Loewy frontispiece. Its porcelain 
enamel moulding would be re- 
placed by stainless steel. 

John M. Paver, president of 
National Outdoor Advertising Bu- 
reau, urged that uniformity of 
panel design be agreed on and put 
into effect. He asserted that many 
plant owners are making their own 
designs, with the result that the 
national advertiser finds his pos- 
ters presented in varying settings 
in different markets all over the 
country. He told the plant owners 
that they have made great strides 
in organizing their national sales 
efforts and in. providing factual 
information on circulation through 
TAB research, and urged them to 
agree on a standard panel and 
then follow through uniformly on 
that policy. 


aw The Loewy panel design has 
been generally approved with the 
exception of the moulding. Many 
plant operators have reported that 
(Continued on Page 57) 


Last Minute News Flashes 


Greeley, Meyer Join Burnett Agency 

Cuicaco—Joseph M. Greeley and Albert O. Meyer, formerly with 
Dancer-Fitzgerald-Sample here, have joined the Leo Burnett Co. 
Mr. Greeley, who will serve in an executive capacity, handled the 
General Mills account for D-F-S during the past five years, and 
previously was with Pedlar & Ryan, New York. Mr. Meyer, who is 
joining Burnett’s merchandising staff, headed the merchandising and 
promotion department of D-F-S for the past seven years. 


Hotel Statler Sets $750,000 Campaign 


New YorK—The Hotels Statler Co. will spend $750,000 on advertis- 
ing in 1949 in Business Weck, Life, Newsweek, The Saturday Evening 
Post, Time (U.S. and South American) and U. S. News & World Report. 
Ads appearing in January, February and March will announce the 
name change of the Hotel Pennsylvania, New York, to the Hotel Statler. 
Newspaper ads will also announce the name change during January. 
Young & Rubicam here is the agency. 


Henri, Hurst Gets Lennox Furnace Account 


Cuicaco—Lennox Furnace Co., world’s largest maker of warm air! 


heating equipment, has appointed Henri, Hurst & McDonald here to} 
handle a national advertising and merchandising program. Lennox has | that audience surveys have failed 


had no agency previously. 


(Additional News Flashes on Page 61) 


Dobberteen Endorses 
Central Research Czar, 
Defends Audience Study 
New YorK—tTelevision and re- 
search headlined the annual meet- 
ing of the eastern conference of the 


American Association of Adver- 
tising Agencies here last week, but 


Four A’‘s Meeting 


close behind came merchandising, 
with a new concept of the agency 
man: an individual more interested 
in business development for his 
clients than in advertising per se. 

And for once, according to 
Fletcher D. Richards, who heads 
his own agency and served as 
chairman of the management panel, 
nothing was said about boosting 
the agency commission. 

It hardly mattered what the as- 
signed topic of the sessions might 
be, sooner or later the talk turned 
to television, and the questions 
came thick and fast about its cost, 
its feasibility, and its effect on 
other media. 

Research men, still showing the 
effects of the bantering they had 
taken since the debacle of the 
pollsters, gamely explained re- 
peatedly just how the error came 
about, and assured the assembled 
agency men that market research 
is quite different. 


= “Some people have said that 
opinion and market research differ 
because market research deals only 
with facts, but this isn’t true,” 
warned Dr. Wallace H. Wulfeck, 
vice-president and research direc- 
tor of Federal Advertising Agency, 
talking to a contact and service 
session. “We ask for opinions, too. 
But our universe is clearly defined. 
And when we ask mothers for 
opinions about baby foods, our uni- 
verse is mothers with children 
three to 30 months of age.” 

The research meeting was devoid 
of discussion regarding the elec- 
tion, but not of controversy. 

H. H. Dobberteen, vice-presi- 
dent in charge of media for Ben- 
ton & Bowles, not only advocated 
the establishment of a _ central 
body to coordinate and validate 
media research, but delivered a de- 
tailed answer to Ralph Starr But- 
ler’s raking analysis of audience 
studies by magazines. 

Mr. Dobberteen believes in audi- 
ence studies, and while he ad- 
mits the validity of many of Mr. 
Butler’s criticisms, he thinks they 
offer a valuable extension of the 
information available to advertis- 
ers. 


ws Mr. Dobberteen said that stud- 
ies like those of McCall’s and Good 
Housekeeping have yielded valu- 
able data about many intangibles, 
and that audience research helps 
to correlate data about exposure 
to advertising. Noting the charge 


to get industry-wide support, Mr. 
(Continued on Page 58) 
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Retail Ads Getting 
More Realistic, 
Wisconsinites Told 


MILWAUKEE—Retail business and 
retail advertising won’t be affected 
one way or the other by the 
election, but “the trend is toward 
more realistic advertising, with 
space devoted to necessities priced 
right to fit present budgets,” 
Charles Zadok, vice-president and 
general manager of Gimbels, Mil- 
waukee, told the Advertising 
Managers Association of Wisconsin 
Daily Newspapers here Nov. 14. 

Mr. Zadok said one of the most 


Sell Lhe Mail Order y! 


I WRITE LETTERS, ADS, 
CAMPAIGNS POWER-WORDED 
FOR RESULTS / 


Sunssetie als 4, ERNEST F. GARDNER 
FREE! 60 E. 54th Kansas City 2, Mo. 


important things newspapers can 
do to help retailers is to protect 
individuality in advertising, so 
that one advertiser’s copy is easily 
distinguished from that of other 
advertisers. 

Speaking to the group at a 
luncheon session. Nov. 15, S. R. 
Bernstein, editor of ADVERTISING 
AGE, asserted that “advertising is 
the most poorly advertised com- 
modity or service in America.” He 
based. his assertion on figures 
which show that less than one- 
half of 1% of advertising sales 
volume is spent to advertise that 
“commodity”—a percentage sub- 
stantially lower than that for most 
industrial and consumer products 
and services. 

Other speakers at the two-day 
session included Pierre Martineau, 
Chicago Tribune; Carl Colby, Mil- 
waukee Sentinel; George Gress- 
man, Janesville Gazette; Jack 
Milton, American Meat Institute; 
F. Wesley Geerer, Bureau of Ad- 
vertising; William Payne, Wausau 
Record-Herald; and Bruce Tower, 
Kenosha Evening News, the fe- 


tiring president. 

Atlee H. Bratley, Racine Journal- 
Times, was elected president of the 
group. Other new officers are 
Freeman Von Schrader, Eau Claire 
Leader-Telegram, ist vice-presi- 
dent; David A. Lindsey, Appleton 
Post-Crescent, 2nd vice-president; 
Siegel Meyer, Marshfield News- 
Herald, 3rd _ vice-president; Sam 
Friedman, Watertown Times, sec- 
retary-treasurer. 


Philco Introduces 
New Models for Farmers 


To take care of what it expects 
to be an “unprecedented demand,” 
Philco Corp., Philadelphia, is in- 
troducing two new refrigerators 
and a table model radio, designed 
for farmers. Usually the company 
presents its entire new line in 
January. 

Priced at $329.50, one refrigera- 
tor is advertised as an all weather, 
all season model; the other of 
“modern cabinet design” will re- 
tail for $299.50. The table model 
radio will operate on AC or DC 
current and on batteries and is 
priced at $42.50, less batteries. 


He’s simply beside himself at the way 
The Des Moines Sunday Register covers lowa! 


Appropriate, too—he’s getting a double market. 
Iowa’s urban market alone produces more retail 
sales than Boston, St. Louis, San Francisco, or Cleve- 
land. And the farm income is highest in the land! 

The Des Moines Sunday Register covers both 
markets with an average 70% coverage. It com- 
pletely dominates 83 of Iowa's 99 counties, and 
reaches at least 25% of the families in the other 16. 

Circulation is 500,000—omnly nine other cities have 


newspapers that big. 


And those half-million reader families account 
for 70% of Iowa's five-billion annual spending! 
Yet your ad in The Des Moines Sunday Register 
reaches them all for a milline rate of $1.70. 


THE DES MOINES 
REGISTER ann TRIBUNE 


PACKAGES A STATEWIDE URBAN MARKET 
RANKING AMONG AMERICA’S TOP 20 CITIES 


ABC Circulation March 31, 1948: Daily 368,703—Sunday 500,437 


SS 


Basic Member American Newspaper Advertising Network 


4 a new set made in Chicago [appar- 
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Video Is Method 
of Boosting Ad 


Revenues: Coy 


Says U. S. Will Benefit 
from Media Competition 
Induced by Television 


Cuicaco—Television may take 
advertising revenue from other 
media while it is growing, but “in 
the long run, television will serve 
to create larger advertising rev- 
enues,” Wayne Coy, chairman of 
the Federal Communications Com- 
mission, told the Rotary Club of 
Chicago last week. 

Speaking at the club’s Television 
Day meeting, and flanked by top 
management of Chicago radio and 
video manufacturers and opera- 
tors of television and radio stations 
here, Mr. Coy told the group that 
the adjustments which the various 
media will make to the inroads of 
television will be most significant. 

“What we are witnessing,” he 
said, “is a great spectacular erup- 
tion in the communications 
world—competition between vari- 
ous forms of communication. It 
seems to me that America cannot 
help but be benefited from that 
kind of competition if it means 
more and better education, more 
and better information, more and 
better entertainment. 


s “American industries certain to 
be affected by television may fall 
before this new communications 
medium or, like the phonograph 
record did in partnership with ra- 
dio, may rise phoenix-like in 
partnership with this new indus- 
try.” 

As for television’s prospects in 
the immediate future, Mr. Coy 
estimated that there will be 400 
stations within two years, and 
1,000 in seven or eight years. 

Remarking that he is now using 


ently a Zenith set] which is, in 
effect, “a universal television re- 
ceiver,” Mr. Coy declared: “The 
commission is studying the possibil- 
ities of adding more channels. . .in 
a higher part of the radio spectrum. 
I predict that we are going to be 
able to add those higher channels 
soon.” 


@ The best indication of what 
American people think of tele- 
vision, he said, lies with the 
1,000,000 sets that will be in opera- 
tion by the end of this year. “Some 
industry leaders,” he noted, “pre- 
dict that by 1955 there will be 
17,000,000 in use.” 

At the same time, he said, tele- 
vision “is about the only busi- 
ness I know of in which the enter- 
prisers go about bragging about 
the amount of money they are 
losing. ..It’s not unusual at this 
stage of the game to find stations 
losing from $10,000 to $25,000 a 
month.” 

“We know that these men are 
daring, venturesome trail-blazers 
in the old American tradition... 
but we also can,assume that they 
are not philanthropists. They are 
convinced that the potentialities 
of television far overshadow every 
other medium of communication. 
They are convinced that it will be 
an unrivaled instrument, not only 
for the dissemination of informa- 
tion, education and entertainment, 
but also for the display and the 
demonstration of goods and ser- 
vices.” 

Mr. Coy noted several of the 
dire predictions as to the future 
of other information media, but 
said: “It seems to me to be a 
serious mistake to suppose that 
television must inevitably grow 
as an incubus, by sucking out the 


On the other hand, he added: | 
think it would be most unfort - 
nate for the economic well-bei , 

da 
e 
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of our country if other me , 
should stick their heads in { 
sands and assume that this n: 
development may not affect the » 
adversely. In the first place, te). - 
vision is going to get its audien e 
from someone. In fact, it may ¢ + 
its audience from a composite >f 
places—from radio, from the mov e 
houses, from the legitimate the .- 
ters and from sports events, aiid 
it may attract listeners who othe r- 
wise devote their time to reading 
the newspapers and the maga- 
zines... 

“There will be competition be- 
tween different events and the 
different media. But the indica- 
tions are that television is going 
to be the most dynamic medium of 
all in terms of attracting audience.” 


e Mr. Coy observed that “sound 
broadcasting in the metropolitan 
areas will always be necessary to 
supplement television. In rural 
areas it will be expanded.” News- 
papers, he said, will have to adjust 
to new competitive conditions, but 
greatest readjustment must come 
in the motion picture industry. 

“This new electronic medium,” 
he said, “becomes a competitor to 
the motion picture exhibitor in 
more ways than one.. .Television 
techniques may be utilized to re- 
vise the programs of theaters be- 
yond that of outstanding public 
events. ..But television is anothe 
threat to the motion picture theater 

“Television becomes a competi- 
tor for the production of the 
motion picture producer. Tele- 
vision broadcasters will bid against 
the exhibitor for the feature films, 
for the specialty films, and othe: 
short subjects by film. Television 
operators face an almost super- 
human task in programming thei 
stations 12 to 18 hours a day. Film, 
of necessity, will be one of their 
essential requirements. 

“Either they will get the film 
from the present producers in 
competition with the exhibitors, 
the producers will make film 
tailor-made for television, new 
producers will make them, or tele- 
vision broadcasters themselves wil! 
make them.” 


Young Joins Duane Jones 
Robert W. Young, formerly with 
Paris & Peart and Kenyon & Eck- 
hardt, has joined Duane Jones Co., 
New York, as an art director. 


=_—_ 
If it’s woo D TT] 
You Could — with 
“WOOD PRODUCTS” 


The Nation’s Magazine of 
The Wood Products Industry! 


If you or your clients want to reac! 
the top strata of the woodworkin¢ 
field — and netrate the market 
WOOD PRODUCTS is the No. | 
Paper. It’s wanted, read thoroughly 
and believed in by the key men 
MAKE US PROVE THAT STATE- 
MENT! 


We've gone “ABC” 


Now you get certified circulation 
and are assured of the other stand- 
ards of an ABC paper. 


Over 93% of the space in 
WOOD PRODUCTS is placed | 
through Advertising Agencies. 


Send for imposing list of 
subscribers A AD- 
VERTISERS. 


[OOD 
PRODUCTS 


life blood of other media.” 
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zi The Oregonian goes with the Oregon Market* 


nes Co., ne 


Line up with The Oregonian... powerhouse for 
advertisers eager to score in the $2% billion Oregon 
Market. Where performance counts most, The Oregonian 
is first in Portland home-delivered daily and Sunday 
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circulation, first in Oregon Market daily and 
Sunday circulation. Pick a winner...let 


The Oregonian carry the ball! 


een, 


ar 


lation * 
end All Oregon and 
Seven South- 
west Counties 


of Washington 


FIRST 


In Circulation: Daily & Sunday 
In Coverage: Family & Market 
In Influence: Editorial & Advertising 


REPRESENTED NATIONALLY BY 
MOLONEY, REGAN & SCHMITT, INC. 
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Swezey Leaves MBS; 
No Replacement Set 


New YorkK—Edgar Kobak, presi- 
dent of Mutual Broadcasting Sys- 
tem, said Friday that the network 
has no immediate plans for re- 
placing Robert D. Swezey, vice- 
president and general manager, 
who has resigned effective Dec. 1. 

Mr. Swezey’s formal resignation, 
rumored for several weeks, came 
following a meeting of directors. 
His decision to leave stemmed from 


the network’s search for a program 
and sales vice-president with di- 
rect responsibility to the presi- 
dent—a position which was re- 
fused by Linus Travers, of the 
Yankee Network. 

Mutual will enlarge its program 
and sales department operations 
in an effort to attract more top 
name shows, Mr. Kobak said, but 
he declined to indicate the nature 
of his plans. Meanwhile, he still 
is looking for someone io fill the 
job originally offered to Mr. 
Travers. 


Searle Resigns as ABC 
Western Division V. P. 


Don Searle, who has been vice- 
president of the western division of 
American Broadcasting Co. in Los 
Angeles for the past four years, 
and with the network for the past 
five, has resigned to devote his 
time to personal radio and oil in- 
terests. Mr. Searle plans to expand 
his radio holdings by one or two 
stations, possibly on the West 
Coast. 

Frank Samuels, western division 
sales manager of coast operations, 
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will take over Mr. Searle’s duties 
until a successor has been ap- 
pointed. 


Rynd Quits as ABC V.P. 


Charles E. Rynd, vice-president 
and assistant secretary of the 
American Broadcasting Co., has re- 
signed effective Dec. 1 to become 
president and general manager of 
Audio & Video Products Corp., 
New York, a firm specializing in 
the sale of technical equipment 
for broadcasting and telecasting 
stations. 


It really rains 
business in 


America’s 


Market 


Are you following the leaders—into the half of the 
nation’s market where it literally rains sales? There 
are no dull days for your better retailers in towns of 
under 25,000—Main Street towns—across America. 
When it rains, the farmers come in to spend their 
record-high income. When it shines, town families, 
enriched by seven straight years of farm prosperity 
and new town enterprise, do their buying. Saturday 
night, everybody buys. And that means over half 
our population—80 million people. . 
Full shopping weeks make these better dealers 
your best dealers. Are you sure you are distributing 
your selling messages among their customers—farm 
and Main Street families both—in proportion to 
their number and buying power? Join the hundreds 
of leading advertisers who are making sure through 
the pages of Farm JourNAL and PATHFINDER. 


3,750,000 Families Who Buy On Main Street 


Biggest 


IN SEVEN YEARS, the farm plant has increased in value from 54 to 111 billion 
dollars. Farmers now have 22 billion in banks, bonds and cash. FARM JOURNAL, 
biggest in the country with 2,700,000 subscriber families, has increased annual 


advertising revenue from 2 to 8 millions during the same period. For full 


effects, look in the towns like this where farmers spend their money. 


BIGGEST BUSINESS of Main Street, America, is retailing. Your Main Street 
dealers today serve more than half the families in the country, who live, or 
shop, on Main Street. Can you tell the prosperous town customers from the 
prosperous farm customers in this modern store? Both are important to you 
—and both can be reached through our two magazines: FARM JOURNAL 
and PATHFINDER, together influencing the buying half of today's America. 


Farm Journal, Biggest—in the Country 


MAIN STREET INITIATIVE, stimulated by seven years of farm prosperity, 
is creating new and bigger payrolls, new businesses and factories in Main 
Street towns. There's more community spirit, more individual enterprise in this 
economy. Is it behind you? Yes—if you're one of the foresighted adver- 
tisers who has realized the-selective significance of America’s 2nd Largest 
news magazine. PATHFINDER’S 1,050,000 families make it Ist on Main Street. 


Pathfinder, First on Main Street 


Graham Patterson, President 


NATA Reports 
FM Bus Radio 
Still Has Bugs 


Cuicaco—While surveys have 
shown that bus passengers er joy 
FM radio as they ride, such pr »b- 
lems as quality of reception ind 
advertiser results are still to be 
met, the National Association of 


Transportation Advertising was 
told at a meeting here. 

Reporting on an inspection ‘rip 
of various radio installations ip 
several midwestern cities, Jay 
Murray of Murray & Malone. 
Minneapolis, chairman of the 
NATA FM committee, said that in 
many vehicles reception is unsat- 
isfactory and that “the origina! 
idea of short 20-second announce- 
ments does not seem to be pulling 
too well for the advertiser.” 

Mr. Murray also covered results 
to date in a radio test on vehicles 
of Duluth-Superior Transit Co. 

“Varying noise levels in each 
vehicle when full or empty,” he 
said, “make it difficult to arrive at 
any one volume setting. Although 
some receivers have a ‘booster, 
the announcer was not heard 
clearly when the bus was in a 
noisy area.” 

In Duluth, he explained, Mur- 
ray & Malone is now using an- 
nouncements and transcriptions up 
to one minute in length. 


s Late in November, Alfred Politz 
Research will start a survey in Du- 
luth, sponsored by NATA, to as- 
certain rider reactions to commer- 
cials. 

Some NATA members have de- 
veloped automatic volume expan- 
ders to conform to noise levels 
These were tested in a bus which 
carried 30 NATA members on 3 
run through Chicago. 

The consensus was that more 
engineering work must be done, 
that “standard radio selling tech- 
niques” must be used before ad- 
vertisers get results, and that the 
“captive” transit audience may not 
be happy about commercials while 
they ride. 

Joseph Wellman, Transportation 
Advertising Co. of Michigan, chair- 
man of the NATA vehicle display 
committee, reported on develop- 
ment of standard size advertising 
installations on the exterior of cars 
and buses. Two years ago, NATA 
standardized on one height, 2! 
inches, and three widths, 27, 36 
and 44 inches, and adopted the 
name, Traveling Displays. 

Dane Sorenson of Fielder, Sor- 
ensen & Davis, San Francisco, an- 
nounced that all West Coast opera- 
tions from San Diego to Seattle 
were now equipped with standard 
size displays. 


Bans Oleomargarine Law 

The license provisions of Mon- 
tana’s 13-year-old oleomargarine 
law have been declared unconsti- 
tutional in a 4-1 ruling handed 
down by the Montana supreme 
court. The state law sets a license 
fee of $1,000 a year for whole- 
salers and $400 a year for re- 
tailers dealing in margarine. 


WMCT in Testing Stage 
WMCT, Memphis television st :- 
tion, has begun regular test patte™ 
operations daily Monday throu :h 
Saturday from 10 a.m. until 12 
noon and from 1 p.m. until 5 p.n 
Regular programming will stir 
Dec. 11, probably from 7-10 p.n. 


_ 


IF YOU USE CAR CARDS 
Send for FREE Sample 


“CARDISPLAY 


_ UNIQUE POINT-OF-SALE 
- CAR-CARD HOLDER 


Hebi CARDISPLAY CO. 
1004 MARQUETTE AVE. MINNEAPOLIS MI 


Vi ee eS eo pers a: ee See ee a ae Sop dee ne ey gine ra ce i Fag be ee eR Pens ety! 
pete, Pe BS ha oe 2 ol it.) <n afi a a oe ES POM it kk. I aii ak i | 
Po See ee . ae ot — ia i Beas 0 ue ee Bt ee ae ¥ Bo ts aan cae Ps oe al a ea ‘Se ee igh) A ae a: cE 3 eo org" 
ia ae ee, eee ee ee pee EE a a ail a I i I i aa” eel aes 
Me Ribager. a oe et ‘i ‘ = : ‘ F } in " : : 
ee , 4 ee 
ety 
’ ini : j 
| id a | ae 
= | 
ai ae ee 
: - 
ae ' 
- } | 
Se : a 
or, | 
gs | 
a 
By. : a, rae 
! *. =. er : a 
; ; — ~—<J yay 7 
-% : . i a , oi 2 4 
4 : 525 'g o-™ eh os 
, ~ a. 
ae 7 8 ~ Byte e 
: - of ee : ; : a. oe 
ee | | 4 | ‘ . A ic die J 
se | * Se — beee ks | fas 
oo 7 | ) as a KD Sa a 
f = — a ' 
j ims ce: “Nae i, 
b ; ; re Pe. ‘ Ss 3 a! tae \ ’ 
| ea m1 oRICS) 5 ee 
eece 4 : % eng se : p eel © 
ete ; : ib | yeti eae a. Za = 
pe: : “6 eet os = a 
ai .* : \ ; ¢ y : nae at a Pr 
: . . x be 4 - 
‘ » & = 4 . . cme 
' 
: : ay ie Mes Vs ‘ } ’ ‘ 
% pe : | QE ae eS 
: ' ~& ae Fe Fa ol ef + 
: rd , ' ~ ge oe BS Pee Thee ‘ 
| el] es i, a 
at oo, gig — Am 
“& ‘- ; * 3 as 
a ty eS ihe ba? 
—_— . 1] eos. \ %, IF, 
ea : oie ini sa ss * ; . oe \ 
ee cog RS ' =o 
role 4 2 me m ? a ¢ . 
pageg a Nght) s oe 
— , ae” See , 
oe | CEA es ee x 
ses 39 Cee Mae oe F ee “ = Sa ak 
Be ~ = \ + <a Zs ~ ee 
te {; * “«' . ha y : ? 4 . et, : ] — 
aa al a. Fe Pr i a be 
ae aaa .: “a ey : ‘~“ 
ns a og 5 Pi, 2 . Pye = 3 Ae — 
® F. a a " % A : ~$ tie Bd $ J x Be 
3 ae alae re 4 “et 
3 ene Cm ° c 4 xi a; ‘ ze” ‘i Rae 
: a ‘a cee a re € , ag re an eg ‘ fier 4 
»" : ~~ li ee oa Sa an — Cy = a 
i ae f ; Bp - ; ‘ j P . » ih L aa 
7 ea a 7 -,' : a ,. a NES . ae e | 
ate . 7 a Ss * \ 7 : ; ee <9 } 
ii ry! ; pa w by bf Zé 7" ? | | ye © 
: ~ ve ‘4 in § ‘ # 
; eae ” e , A 
. ee 
a 
ig - ee “ pa e . ’ 
‘ (. o i ini States Te me op Ste | — ray ert ty = eae ‘ot, be 
4 cae FC eer ee eer |e ws RS MR ee 
a b ; 4 - o ‘gtd _ ~~; we! wf Ty <a a 7 , a Eee. al r % ; a} ~ © 4 i ath Pegi 
La : a F 2 “ s 7 Saree Ms f é 4 ee he aaa 
ni = J - * AF : . : wee. * 4 4 ‘ 5 a “ es - 
at < a A Ps 7 z — t a. 7 a ar on ; sory eS 7 3 4 5 » ee wi . 
Ca ¥ q fi »- ad | Bee same gee fa , es ae 
eek: a te mat Ly" F oe as ie Ol 4 ’ : Sa 5 
pe, ® . 7 y 3 ‘ee ‘ M * ee peat e , a ded ee £3 H a av ‘ = 
2 ; a wer it ry re ‘ 4 Ey ae Pee & j a Lae Ce ‘onh ” ; ss eg 
t “ a gf a - Foe 7 — eae & ~ Bit ge ig ae 
ae ; ; = Oa BL Seale Rae ; + P ad Bb = ; 
s a » ee rf‘ : i 4 = he i i ees, . eee h - — ” «. tes \ Sl * ° : 
nee ee. 2 / ~ at SM BS fo agra el " jiv@a _— ee ee 
i ge ae we ££ ef; —~ @ a ° Ee ve eae 
ay + igh ie as s , = be i 
+* tie (ee . . t Es 
5 . q ry ey ee ia SR 2. _ ; 
Rk " _ i ee ee ce 7 3 7 - bl 
cg ; Py Alo ~~ ee ee a yg ee ee = 
ve . 7a < ee ene... he pa ot oe - ~s - * ae a ‘ a ie aks 2 : h 
: : ~ oe — ‘. . ‘ oh a Ps gee 
= ee fs Wl : TATE Bis + ag 
ig 2 ~~ 
fa 
ae? 
a ? 
es es rn 
tee : 1 | 
He - 


‘ys have 
prs @F joy 


ich pr ».b- 
‘tion ind 
ill to be 
iation of 
ing was 


tion ‘rip 
ations in 
ies, Jay 
Malone, 
of the 
d that in 
is unsat- 
origina] 
anounce- 
e pulling 
p, 

d results 
vehicles 
isit Co. 
in each 
pty,” he 
arrive at 
Although 
‘booster,’ 
t heard 
ras im a 


d, Mur- 
sing an- 
ytions up 


ed Politz 
y in Du- 
1, to as- 
>ommer- 


lave de- 
» expan- 
> levels 
is which 
rs on a 


at more 
ye done, 
ng tech- 
fore ad- 
that the 
may not 
ils while 


ortation 
n, chair- 
. display 
develop- 
vertising 
r of cars 
, NATA 
ight, 21 
, 27, % 
ted the 


er, Sor- 
isco, an- 
it opera- 

Seattle 
standard 


Ww 
of Mon- 
argarine 
nconsti- 
handed 
supreme 
| license 
who!e- 
for re- 
ne. 


. ‘t 


i i cay i 1 Ab 3 5B ss i yy 
? } 4 & ‘4 85 
iy 10 We er ) yf it rfnti ; fii ths, ‘ cai & t | it dt 


On 14 days during October the Sun-Times had more ads than could 


ei Ap iy! rr er er i mee 


ae, 


be handled in 96-page capacity papers. That’s proof that adver- 
tisers who want to improve their Chicago position are using the 
Sun-Times to move the goods at all retailing levels. If you need 
added sales action in Chicago you need the Sun-Times. You can 


get it at one of the lowest milline rates for newspapers in America. 


THE PICTURE NEWSPAPER 


Our representative 
will show you actual 
case histories . . . 
advertising: perform- 
ances unequaled by 
any other Chicago 
newspaper. See the 


proof. 
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TDI Extends Service 

Following its introduction of | 
poster displays at a limited number 
of New York Central stations last 
year, Transportation Displays, Inc., 
New York, has extended the pro- 
gram to all stations in the New 
York suburban area. Construc- 
tion of the enlarged poster plant 
is now under way. One, two and 
three sheet poster showings are 
now being offered at all 65 subur- 
ban stations of the New York Cen- 
tral System in Westchester County 
and the surrounding area. 


remember 


‘Benton & Bowles 


Assigns Top Radio 
Man to Television 


New Yorxk—Benton & Bowles 
has assigned its top radio man, 
Vice-President Walter Craig, to 
concentrate actively on television. 
While he will continue to super- 
vise radio on the policy level, 
Leslie Harris, director-producer, 
will direct the radio activities for 
the agency here. 

The radio-television staff was 
shifted to meet “increasing com- 
mitments in the field of televi- 
sion,” agency executives pointed 
out. Among these commitments is 
the Theater Guild show, which 
General Foods Corp. is expected 
to put into its Sunday night hour 
on the NBC East Coast network 
next year. “Author Meets the Cri- 
tics” for Jell-O through Young & 
Rubicam and “Meet the Press” 
for Maxwell House through Ben- 
ton & Bowles, currently fill the 
time. Presumably, both agencies 


will share the billings when the 
dramatic series begins. 


s Principal obstacle holding up the 
signing of “Theater Guild on the 
Air” is said to be the objection of 
Phileco Corp., which airs the Ac- 
tors Equity-Philco television play- 
house in the NBC-TV hour im- 
mediately following General 
Foods’ programs. Philco feels its 
show might lose some of its ap- 
peal if preceded by another full- 
hour dramatic telecast. 

Now in production at B&B are 
selective announcements for sev- 
eral clients. The agency’s present 
television schedule, in addition to 
“Meet the Press,” includes “Small 
Fry,” twice weekly for General 
Foods on WABD, and “Fashions 
on Parade” for Procter & Gamble 
on the same New York station. 


Names Cecil & Presbrey 


Cohen, Goldman & Co., New 
York, manufacturer of men’s cloth- 
ing, has appointed Cecil & Pres- 
brey, New York, to handle its ad- 
vertising. 
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Food Presentation 
Lauded by Dailies’ 
Representatives 


Cuicaco—Newspaper advertis- 
ing representatives last week saw 
a new easel presentation they will 
have to work with, and pronounced 
it the best ever. 

The presentation, on food adver- 
tising, was shown by Pierre 
Martineau, director of sales pro- 
motion and planning, Chicago 
Tribune, at a luncheon meeting of 
the Chicago chapter of the Ameri- 
can Association of Newspaper 
Representatives Tuesday. Mr. 
Martineau spent six months pre- 
paring the presentation for the 
AANR. 

Titled “The Sharpest Problem 
Facing Business Today—Pricing,”’ 
it is most directly aimed at the 
competition of magazines, and 
slightly at radio. Mr. Martineau 
said the food presentation aims at 
“sales sock,” and added that while 
it is not a “dog eat dog” message, 


i 


estimated $1,523,227,000*. . . 


great new 
selling force 


effectively covers half the State 


> It’s a bigger market... of 45 prosperous Hoosier counties right in the 
heart of a concentrated selling area. Every day you get saturated coverage 

of Indianapolis and Marion county families ... plus more than 50% family 
coverage in 19 counties of the primary trading area . 
25% family coverage in 25 counties comprising the secondary trade zone. 

It’s a rich, productive market where retail sales in 1947 totaled an 

with effective buying income estimated at 


. . plus more than 


$2,326,832,000* and net farm income at $349,850,000*. Go after it! 


New combination rate gives you lower-cost coverage—The Star 


is Indiana’s largest morning newspaper. The News is Indiana’s largest 


\ 


evening newspaper. With a combined circulation of more than 354,000— 


at a new, combined rate of .67 per line flat—you get the greatest coverage 
at lowest cost in Indiana newspaper history. 


Get marketing service that’s unequaled in any market—This 


year we offer the 4th consecutive Consumer Analysis of Metropolitan 
Indianapolis. These preference statistics we also contribute to the ‘Ten 
Market Comparison” of leading trading areas from coast to coast. Fig- 
ures on volume food sales each month in greater Indianapolis are available 
from the Grocery Audit. Just ask us for marketing assistance . . . we'll 
help you plan better, more effective advertising. 
*Sales Management, Survey of Buying Power Issue, 1948 


THE INDIANAPOLIS STAR 


and 


THE INDIANAPOLIS NEWS 


| tions, many it 


“you can’t operate in a vacuum. 

The presentation—which mak« 
maximum use of color—begins b 
pointing out that food maker 
sales are up but their profit ratix 
are lowest for any industry, an 
that therefore advertising must b. 
used most efficiently. 


s Television, it shows, is cuttin : 
down the AM radio audience, an 
states that the listeners wer: 
“subdivided” greatly by a 176° 
increase in number of AM statior 
between 1941 and the presen 
Costs per reader have not increase: 
in newspaper advertising sinc 
prewar, the presentation declare: 

Then the following points ar: 
stressed: 

Newspapers cover every incom: 
group, and studies show that lo, 
income groups buy a relativel: 
high percentage of foods. Maga- 
zines are read chiefly by upper 
income families, it says. 

Retailers reportedly are greatly) 
impressed by newspaper advertis- 
ing, more than by magazine o1 
radio advertising. 


ws In response to a “problem posed 
by J. Walter Thompson Co.,” the 
Bureau of Advertising, American 
Newspaper Publishers Association, 
figured out relative cost of cover- 
age by 138 newspapers with cost 
of coverage by Good Housekeeping. 
Life, Ladies’ Home Journal and 
McCall’s, and found that the 
newspapers could carry 1,325-line 
ads in all the dailies for the cost 


of black-and-white ads in the 
magazines. 
Furthermore, the dailies gave 


43.3% coverage of the population 
(and the Sunday editions 50% 
coverage) while the four maga- 
zines gave 39.8% coverage. (Mr 
Martineau added that although 
Life is bought by only 13.3% of the 
population, it claims readership 
by a third—but the latter claim 
is based on studies by “the Mr. 
Crossley” who was so wrong in 
election forecasts.) 

The presentation goes on to 
claim that 800-line newspaper ads 
are about equal in effectiveness for 
food advertisers, and that the 
Bureau of Advertising study indi- 
cates that such an ad in the 138 
newspapers gives 9% more cover- 
age at 45% lower cost than ads 
for the same expenditure in the 
magazines compared. 


AANR MEETING SET 


Cuicaco—The annual meeting 
of the American Association of 
Newspaper Representatives will 
be held Dec. 6 at the Cleveland 
Hotel, Cleveland. Officers for 1949, 
whose election will be confirmed 
at the meeting, are: 

President, Thomas Walker, Saw- 
yer-Ferguson-Walker Co., New 
York; vice-president, Del Worth- 
ington, Cresmer & Woodward, 
Chicago; secretary, Douglas Taylor, 
J. P. McKinney & Son, New York, 
and treasurer, J. J. Cooper, John 
Budd Co., Chicago. 


‘Parents’ ’ Promotes Hartwell 


Henry A. Hartwell Jr., for the 
past five years eastern advertising 
manager of Parents’ Magazine 
New York, has been appointed as- 
sistant advertising director of the 
magazine and all its subsidiary 
publications. Mr. Hartwell joined 
Parents’ in 1934. 


Agency, Client Separate 


Alley & Richards, Boston, has 
resigned the account of Spring- 
field Woolen Mills Co., Spring- 
field, Tenn., effective Jan. 1. The 
reason given was the geographica 
factor. 


GRAPHIS 


IN ENGLISH, FRENCH AND GERMAN, deals wit! 
ART of today, fresh ideas for the modern Craftsman 
commented on by experts, on which to draw for in 
spiration. Best quality of Typography and illustra 

colours. Single copy 3. 5 
Yearly subscription (6 issues)............ 14.06 


THE INTERNATIONAL NEWS COMPANY 
131 VARICK STREET, NEW YORK 13, N. Y. 
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LY read RKdvertising Age canepully 


and comple 


Says 
H. A. BATTEN 


President 


N. W. AYER & SON, INC. 


“Advertising Age rounds up for me 
all the important and interesting news 
of the advertising world. It is one of 
the publications I make sure to read 


carefully and completely each week.” 


important _ 


cach wee’ 


HARRY A. BATTEN 


Head of one of the nation’s oldest and largest advertising agencies, 
Mr. Batten has spent his entire business career with N. W. Ayer & 
Son, Inc., aside from a tour of duty with the Navy during World 
War I. Joining the Ayer organization as a youth, he learned the 
business through apprenticeship in one department after another. 
Native ability combined with hard work enabled him to graduate 
from production to copy, from copy to the position of copy chief, 
from copy chief to a vice presidency, and from that office to the 
presidency of the company. Mr. Batten has been President of Ayer 
since 1936. In addition to his duties in this office, he discharges those 
of a Director of the First National Bank of Philadelphia, and finds 


time to devote to civic activities as well. 


RSs ae 3 Se eR ree cant as 
en? mena oe ee ie aii ES oe es papas be eet oe rt as # i} Len +) eee eee : in ae asc ge ome sie ali idee : Sy = ae ¢ ey, pate a Se ee gee 
oa ” Py ae Se ea ae erie ee a Me z : Sioa 3 ee ‘Sana “ rita pe! 
: ig a al ileal ns es ae eS a aoe " as Be ae 
‘ : 5 . re oo 
194% es 
94 aa 
Sees: 
um. ce es a 
ake ; * 
is b e frat ; 
eee 
ker a 
P et fay 
atic : me 
an Rial 
st I . ee 
ttin ; . ee 
ae 
fy of ee 
] an bd : 
oe 1 
wer aa 
c arn, 
ba sare 
10r se 
sen Re 
ase. ae 
. eee a 
are ee 
Cee 
are: yee 
: icles, 
| are Sie 
, ere 
rome re 
loy 
ivel) , ngage: 
sh LMR RRR, ' Seer 
‘aga - Te ee OR elie 
. oe y oF eo ae # Lai i ee is ihre 
ipper ae EL aa Pd 5 ‘ie bark eam . ae 
ee. ee oar came ¢ Bier Nae ee i ee: . SEAS 
Pe Rees i Reais (ee. Se ae tors ana ee ee : 
Secs Te An RE ys at aE aed ce ye Pe oes = SS eee 
eat!) A ee eae teil aoe ; 
j id Fie Cae ye De — wf eer, ager ; : 
rtis- i ere tas. th Ge aw _— eS Sere ee q 
e ol es 2 a ae al a ao. oe 
EEN eae pee Ny sl as o tee 2 
a ee Ne 4 ee % “eee ee e. ‘e 
2 vee eee ee 
ear aaa Ve a vi “ee ee 
a ae af es an es cid te Sao 
a Ay é eo a Ee Be ae Paar": 
ee eee ey i - ees ey ce ; ee 
Brame he _ ’ . ee ee i a ae 
iS dy ie a .. ;  . 4 3 bere es rae 
sn | ae ee ’ a . 3 . 7 Pe Ritts aie ee ee iy 
Riga , nA /‘. ea a ae 
Sie isos ee f a “3 
a aor ge - v4 aie 
ia eal te a 7 “ sp . aX 3 i e % 
a a ae 
’ re S vn ‘ = Pigas 4 . ies ¢ a ae te : ; Coptete. 
rs | . — F noe a Bae s 
‘ ue Pipe ss * * foe : eer tee 
“Ee ae ~ . ; 1 4 ee eae fie a a ee 
ee. as Hs 7 —_ Bar to) ee ae 
Da en Re a eee J ae ; ae > oe oy ; 
& ER RR oe eee enc Sat i Re RR i te fe . ¥ oo at — a ‘ oe 
ee ig iam ier cc a a ES i a ane a SRR eR RE NRT RR SR ae as =" ey — f ae . io 
aaa -—-r—r—rti“‘“Ci‘i‘iéié‘CO—OSO—SO—OS—S~s<( <Cs”séséséCi( (es sr pe ee ee es — y se a e ; ; a 8 ess 
OR a “a ES 
he ie ss . ; a eee: Sanat aene aaa ae : 
Cie. Za a , ag 
- s a cai - 
S a eG eee) Sane fh eee nels te: . A ve as Ratha i cee 
ee. eae | as 2 Re abe Se ate 
ee ae Bie Soe eee AREA 2 = sais 
CR tae a Wome ae hae 
Pe ae iii: ame : ep a: ee aa 
a es : aoe Fpe: - eee. eames Botts - 
Bitar un oe safe Oi is 2 Js aa ce) nk ane fee ia > ey 7 ye ae 
eae a UNS CHEN (o) Ss Sian il i Sea rE ‘ A 
Beg ee ee a Se, oo Ng ple a 4 : a 
Page ae Oa Scat Be a Nip ren as ean pap oe 
Dees, oi a <t a Md ate ee ong oy ae 
g in ca a wie ce Soe a ae ae “eee ae Bas RS 
pads. oS) en eee Siam i ae ait eee 
see ith deaiede ae ‘ eb ee Be dh aS 2 eine eed anes 7 
es 5 a a aaa te °/55 ye 
1 to ae i. ee s $ PO Bi a aan a, ag, aaa Ras te 
me Ne lag i EF He sie ache ami wee Beit ee a ts ; i ee 
: zm Bae Rohe ey OR ee gi te oo ce ier 2 fai Seppo gas | 
ads <a or eiae e o. wT pa ia Be a Fr bes pies 
s for ie eae, ee ee as. 
oe ee lea 
the ti ai 4 fect Pee ge eG ohh Saget agen ee 4 nae ate ies 
ae! isa a AES Pe ar ah ee bs a i Fe rl 
indi- ee. ea, <2 sea oe ae 
* wes “ = Let ea ay Sigeae 
i? : ieee eae 
138 oe 
ver- “ig is: 
ads si 7 
the ee 
‘ 4 
eting ee 
1 of —_— 
= 
will > 
ae 
land 
1949, i 
‘med ed 
: Ree, 
New a 
) “sf citi oom 
rth ne 
rard, Sone a 
pee ale 
ylor, eee 
go, ae 
es We 
John eae 
ea a es! 
ee aes 
' the eee 
ising de eo ae 
zine : wege 
1 as- este ae OO Piecliarts e 
= r] tee Scan em ‘e 
the gore 4 oso por 
ii , on ae ; igi 
seed n e Uz=—--- pt 
inec Aavertisi ‘ie 
ae ey. 
ena 5 att aan - = Sad 
- - FCC Apparen yd 7 
+ . : } n : ena = 
¢ proots | 2 4a to Widen Vid og Pe: 
Rough Pree” || Usique «| C eer 
has per Support ’ Sees range Wont PaaS, 
7 ; mn end» oot ? ‘Sterling : ' Lat fae 
, Sav ren Contest ;  & | | andy Prenat | ie Ce 
ring: . saad ea a taal wee re Bee S| Bae 
The | 5 ae , hae = i ‘ ; Meno 
oa a 5 oe 
; ee i a ; : Poe 
ue to important peo ape % 
; : fies ‘ 4 : on 
Ma , ‘ eae xe 
oe ae sm ae een nent on ee - : ee 
anand ae ee eet a ed ee 
_—_—— x eet Re ne lee — = a ee 
ha 7. ov alos © oe ere ae ot ae clan See — SIR eee 
tk eee cA<3 ee ee Re eice - 
a 5 ee cera —_ are - [en 
oa aie ome tint (Sse | a 
“! eee ere sees gf atl Sa ia a 
pee RES Sess Spy Mew Prodncet SN we oS —— 
a eer on™ a | a oO)”, = err 
ee dy oo wes — ee 
for in - 7 age <—— 2 ie <a 
llustra we - =k nee 
$ 3.51 a 
14.0% ee ee 
1. Y. 
Gea 
Se a 
6 Ee aoe eae hs : . ffi = 
; ODIO ge SPE A ee eth ae Ot EM ee clan oe eR oe EE thas einer EN Sade eke cae viet svg t ee , : as ied haa te g sao Sate 
Soe eee TR Pee Fy ea qm oh a Ree tae, Mie SRE RABY re oe > LA eleg han aie CALS i Bee es Seat OE rk ; a F : es peer : : 


Ford to Expand TV Show 


Ford Motor car’s “Television 
Theater,” which was launched Oct. 
17, will expand to two a month af- 
ter the first 13-week period. At this 
time plans call for the use of live 
telecasts instead of film, which is 
now used, in Cleveland, Chicago 
and Detroit. 


THE LETTER SHOP, rp 


Chicago 5.1 linois 


431 S. Dearborn St., 


Blue Bonnet Package 
Too Like Delrich’s, 
Cudahy Suit Claims 


WILMINGTON—Trademark in- 
fringement of the design and color 
scheme of its Delrich margarine 
carton is alleged by Cudahy Pack- 
ing Co. in a suit filed in the U. S. 
district court here against Stan- 
dard Brands, Inc. 

The suit charges that Standard 
Brands has caused confusion 
among consumers by infringing 
upon the copyrighted yellow, blue 
and red carton of Cudahy’s Del- 


“$T. LOUIS MO. 


(POL 70018 sim 


rich, sales of which to date, the 
complaint states, have exceeded 
$40,000,000. 

Cudahy alleges that after it 
brought out its carton, Standard 
Brands adopted and placed on the 
market in May, 1948, a confusingly 
similar carton for its Blue Bonnet 
margarine. In August, 1948, ac- 
cording to Cudahy, Standard 
Brands redesigned its carton to 
make it even more resemble the 
Delrich carton. 

The court is asked by the plain- 
tiff company to restrain Standard 
Brands from using the carton in 
question; that Standard Brands be 
ordered to pay $1 per carton to 
the plaintiff company for each and 
every carton of margarine sold by 
the defendant in infringement of 
Cudahy’s carton. 


Ford Freed trom Decree 


The Supreme Court last week 
freed Ford Motor Co. from a ten- 
year-old consent decree which pre- 
vents it from “recommending, en- 
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PAUSE—Caught between sessions at the 
Outdoor Advertising Association con- 
vention are Harry O’Mealia Jr. (left), 
president, O’Mealia Outdoor Advertising 
Co., Jersey City, and Clarence D. Blessed, 
president, Walker & Co., Detroit. 


dorsing or advertising” any partic- 
ular finance company to its dealers 
or the public. Ford claimed that 
failure of the Justice Department 
to win a long-pending anti-trust 
action against General Motors 
Corp. on auto financing put Ford 
at a competitive disadvantage. 


TATE FAIRS lie close to the hearts of the people in our area. And 
every year, Prairie Farmer-WLS is there to help them celebrate. 
This year as every year, Prairie Farmer-WLS gave these great ex- 
positions complete editorial coverage. From the 23-day Centennial 
Exposition in Wisconsin, we had daily broadcasts and stories. At the 
Illinois State Fair, 12,000 people again jammed the grandstand to see the 
WLS National Barn Dance broadcast as the highlight of opening day 
activities. At the Indiana State Fair, too, Prairie Farmer-WLS main- 
tained hospitality headquarters for farm folks—a place to check their 


PRAIRIE FARMER-WLS 


mee Wee people 
al the STATE FAIRS 


parcels, eat their lunch, meet their friends. 


Prairie Farmer-WLS is actually part of living here in the Middle-west; 
we participate in the activities of the people—tomato festivals, milk day, 
farm and home weeks—and, of course, state fairs. This close living with 
our reader-listeners has made us “one of the family” 
these folks a confidence in Prairie Farmer-WLS—a confidence that ex- 


tends also to advertised products associated with our name. 


(Above) 


Grace Wilson and the Sage 
Riders, popular WLS National Barn Dance stars, were 
among the talent who put on several shows daily. 
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a” 
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(Below) Governor Green 
crowns the state dairy 
queen before 12,000 
people at the WLS 
National Barn Dance 
broadcast from Illinois 
State Fair. 


ARMER 


CHICAGO 


Homemaking display. 


(Above) Crowds enthusiastically applauded 
several daily stage shows and broadcasts at 
Prairie Farmer-WLS headquarters. 
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(Below) Prairie Farmer-WLS provided check 
room facilities 
where they could eat their picnic lunch. 


for fairgoers—also tables 


(Above) Prairie Farmer readers sent in their fancy- 
work for exhibition at Prairie Farmer's Modern 


Nunn Says Admer 
Need Coverage 
Data on Outdoor 


MeEmpuis—Speaking as a repre 
sentative of the Association o 
National Advertisers, Wesley | 
Nunn, advertising manager o 
Standard Oil Co. (Indiana) tok 
the OAAA Friday that the two 


Outdoor Meeting 


part measurement of the outdoo 
medium planned by the TAB i 
badly needed to enable advertiser 
to justify fully their investment: 
in outdoor advertising. 

“The decision to resume the 
auditing of circulation,” he said, 
“will supply figures that have been 
missing for a long time... 

“What advertisers and agencies 
need most to know, however, is 
not ‘circulation per poster,’ but 
‘coverage per showing.’ Outdoor 
is essentially a coverage medium, 
and we need to know more about 
it. The Ft. Wayne survey at least 
established the fact that coverage 
and repetition can be measured. 
So it is gratifying to know that 
TAB has decided to continue its 
exploration of coverage and repe- 
tition over the full 30-day period.” 


es Mr. Nunn explained the think- 
ing back of the all-year program 
of outdoor advertising carried on 
by his company. He emphasized 
particularly the fact that poster ad- 
vertising can be tailor-made to fit 
local requirements. 

“For instance,” he explained, “in 
the southeastern corner of Indiana, 
where our territory borders on 
Ohio and Kentucky, much of the 
effective newspaper and_ radio 
coverage comes in from Cincinnati 
and Louisville, where we do not 
operate. Therefore, in order to 
secure adequate intensity of im- 
pression, we stepped up our post- 
ing in that area.” 

Poster advertising is not only 
pre-tested and post-tested, result- 
ing in changes and improvements 
in design, but is regularly mer- 
chandised to dealers. This year an 
innovation has been supplying to 
them miniatures of outstanding 
posters for use as window displays. 
In addition the outdoor advertising, 
as well as all other phases of the 
promotion program, is explained 
in detail to the entire sales and 
merchandising groups in the com- 
pany. 

A cheerful note in the industry 
picture was the announcement by 
Mr. Nunn that, due to an improve- 
ment in supply, gasoline adver- 
tising will be resumed in January 


Berle Outpaces 
Video Competition 


New YorKk—Pulse ratings for 
October televiewing in the New 
York area gave Texaco’s “Star 
Theater” (WNBT), in which Mil- 
ton Berle has a pretty free hand, 
a comfortable lead over the field 
of competition with 50.7. 

Runnerup was another WNBT 
attraction, the Monday night box- 
ing bouts, sponsored by the Gil- 


lette Safety Razor Co., which 
scored 46.7. 
Other favorites: 
Chevrolet on Broadway (WNBT)....... 37.3 
Toast of the Town (WCBS-TV), 
eae eee 7 
Rodeo (WCBS-TV), Wrigley........... $2.7 
Amateur Hour (WABD), Old Gold... .32.7 
Americana (WNBT), Firestone........ 30.( 
Boxing (WNBT), Gillette............. 29.2 


Small Fry Club (WABD), Kolynos one. 
General Foods , 
We, the People (WCBS-TV), Gulf Oil. “38.7 i 


Television sets-in-use were up 
slightly to 24.1, compared with 
23.5 in September. Radio sets-in- 
use in television homes dropped to 
10.8 against 11.1 in September. 
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ANA Commends 
Curtis Rate Cut 
on Journal’ 


Healthy Thing, Says 
West; Other Magazines 
Not Likely to Follow 


New YorK—“I believe you will 
find that your action will be well 
received by advertisers,” Paul 
West, president of the Association 
of National Advertisers, com- 
mented on the action of Ladies’ 
Home Journal in reducing rates, 
in a letter to A. W. Kohler, vice- 
president and advertising director 
of Curtis Publishing Co. 

“Our belief that this is a healthy 
thing and that you have taken a 
sound course that will benefit all 
advertising has already been stated 
in a meeting with you together 
with your associates and members 
of the ANA magazine committee. 

“As has been repeatedly set 
forth, the long term position of 
ANA has been that excessive forc- 
ing of circulation tends to reduce 
the quality of the market which 
the publication can offer to adver- 
tisers. When there are general 
downward shifts in consumer de 
mand for magazines, the adver- 
tisers’ interests are best served by 
allowing circulation levels to ad- 
just normally without attempting 
to maintain an artificially fixed 
level.” 

Richard Zeising Jr., manager of 
the Journal, reminded AA that 
more than a year ago, in conversa- 
tion with advertisers, Curtis told 
them that the Journal would be 
sold as aggressively as possible, 
but when a downward trend 
started, no effort would be made 
to hold a “fictitious level of cir- 
culation.” 

He pointed up the Journal’s 
terrific circulation rise in six years 
—from 2,500,000 at 10¢ a copy tu 
4,000,000 at 25¢. He said the com- 
pany had rejected as “uneconomic” 
the idea of building a false sub- 
scription market to compensate for 
lower newsstand sales. 

A check with other magazine 
publishers showed no evidence of 
a rush to the Curtis pattern. 
Time, Inc., McCall and Hearst had 
no such plans. Crowell-Collier had 
a letter out for Woman’s Home 
Companion announcing an increase 
in rate basis to 3,750,000 for the 
February issue. 


Schedules Ad Forum 

The Ohio Fair Managers Associ- 
ation will conduct a forum on ad- 
‘rertising and public relations for 
airs during its convention in Col- 
imbus, Jan. 12-13. 


Brightman Names Beckwith 

Stedman Beckwith has been ap- 
pointed an account executive of 
‘ — Brightman Co., Cambridge, 
Mass. 


MATERIAL 
REQUIRED 
REGULARLY ! 


Photo series — Fashions Drawing 
First class interviews and Articles 


for 
MAGAZINES 
WEEKLIES 
WOMENS’ PAPERS 
(Scandinavian copyright) 


also 
Colored photographs (Magazine covers) 


MEYERPRESS 


Copenhagen V. Denmark 
H. C. Orstedsvej 20 


Cb. Meyerpress Copenhagen 
Ph. Vester 6200 


Publishes Directory 
Western Building, Portland, Ore., 


|hand. One of the chief features of 


the new machine is an accordion- 
pleating operation, which will pro- 


has published a new directory of | quce bags up to 60” high and up to 


retail lumber and building material | 


dealers in the West. The directory 
contains data on more than 4,500 
dealers. 


Developes Bag Machine 


Sherman Paper Products Corp., 
Newton Upper Falls, Mass., has 
developed a new machine for man- 
ufacturing large paper bags, simi- 
lar to those formerly made by 


24’ in circumference, delivered in 
a folded form 6” wide. The new 
bags will be sold _ exclusively 
through paper jobbers who now 
distribute other industrial pack- 
aging products. 


Appoints Diserens 


Robert Diserens, formerly with 
Doherty, Clifford & Shenfield, New 
York, has joined Hewitt, Ogilvy, 


Benson & Mather, New York, as 
an account executive. 


Joins Marschalk & Pratt 


Sidney F. B. Smith, previously 
assistant promotion manager of 
Popular Publications, New York, 
has joined the radio department of 
Marschalk & Pratt, New York. 


Gammie Named V. P. 


Edward Gammie, general sales 
manager of Victor Mfg. & Gasket 
Co., Chicago, has been made a 
vice-president of the company. 


Louis Frey Moves Offices 

Louis Frey Sales Organization, 
Rutherford, N. J., has moved its 
sales office to 84 Clinton St., 
Newark 5. 


Sl 


SIGHS OF LONG LIFE 
FOR QUANTITY BUYERS 


THE ARTKRAFT* SIGN CO. 
Division of 


ef Artkraft® Corperation 
900 Kibby St., Lime, U.S.A. 


“Trademarks og US Pet OF 


Cars Driven MORE, 
Serviced MORE in 
South and Southwest 


Average car in SAJ market 
driven nearly 2,000 more miles yearly 
than average in rest of the U. S. 


More miles per car means bigger sales—more parts, 
accessories, shop equipment. And that’s sweet music 
to the maker of anything automotive! 

This better business remains steady throughout 
the winter, too. At a time when automotive activity 
slows down in most parts of the country, it continues 
unabated in the 19 climate-favored states served by 
Southern Automotive Journal. 

With percentage registration gains continuing to 
pace the nation the booming Southland is America’s 
fastest-growing automotive market. 

To get your full share of the business right now 
—to expand your sales in 1949—schedule regular 
space for Southern Automotive Journal. With 25,535 
net paid SAJ takes your story to practically every 
jobber, distributor, the leading dealers, garages and 
large service stations throughout the market. Blanket 
coverage. 


Southern Automotive Journal 


806 PEACHTREE ST., N. E. « ATLANTA 5, GA. 


No heavy slush and 
snow — they’re rolling 
the year ‘round! 


11,716,764 native registrations eo 
PLUS a whopping winter a 
tourist traffic. \=)/ 


Lal 


*/ 


Here’s your best market 
for immediate 
=/ sales expansion! 


ANNUAL GASOLINE CONSUMPTION 


PER MOTOR VEHICLE 
API figures applied to registrations —1947 


SOUTH & SOUTHWEST 
REST OF WU. S. 


934 Ci ‘ 849 
GALS. PER GALS. PER 
VEHICLE ? VEHICLE 


11,716,764 Southern and Southwestern vehicles con- 
sumed 10.9 billion gallons of gas in 1947, In rest of 
the U. S., 25,685,466 vehicles used 21.7 billion gal- 
lons. Thus the vehicle of the South and Southwest 
averaged using 85 more gallons annually. Figuring 
mileage at 20 miles per gallon it is seen that the 
average car down South is driven 1,700 more miles 


per year. 


ELECTRICAL SOUTH @ SOUTHERN HARDWARE © SOUTHERN BUILDING SUPPLIES 
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Negro Newspaper 
Launches Drive 
For Retail Ads 


New YorK—The New York Am- 
sterdam News will launch a cam- 
paign in New York newspapers 
and business papers this month to 
sell New York retailers and the 
advertising industry on the impor- 
tance of using this newspaper to 
reach the New York Negro market. 

This 40-year-old newspaper, 
with a circulation of 98,378, claims 
it is read in five out of seven 
Negro homes in New York, yet 
not a major New York department 
store advertises in it. Gimbel’s 
has used the paper spasmodically, 
but does not use it now. 

Copy will stress the fact that 
during the past year Negroes spent 
$438,000,000 in retail stores. The 
Amsterdam News told AA that it 
carries about 1,000 national ads 
each year. It is published on 
Tuesdays and Fridays. 


EE sige 


'HUNGRY" 
MILLIONS: 


Eager to Buy 
YOUR BRANDS! | 
eae a. . 


Push up sales in the huge NAS- 
Land market, where you now have 
product distribution. Provide 
point-of-sale power by backing 
your local dealer with advertising 
in the local paper... the only one 
read intensively by his customers. 
You'll get better dealer relations 
...better display for your mer- 
chandise. Test for yourself the 
proved sales-stimulating value of 


HOMETOWN NEWSPAPER 
advertising...increase yourdealer’s 
sales and get your brands on top! 


Us Easy a8 WAS./ 


Use 5 or 5000 of these smaller 
newspapers...circulation-tailored 
to fit your needs...the simple quick 
NAS way. Advertise your products 
in the ‘“‘Home Papers’’ and make 
every publisher a sales represen- 
tative...every dealer a distributor! 


“Localize” for effective 
selling action and watch 


your distribution spread rN) 
beyond present boundaries! 
Write today for details! 


ADVERTISING 
SERVICE, Inc. 


222 N. MICHIGAN « CHICAGO 1. 


The paper carries ads placed by 
practically every major cigaret 
company and distiller. Lucky 
Strike recently launched a cam- 
paign with ads especially pre- 
pared for this paper. 

A spokesman from the paper 
reported that the Post cereals divi- 
sion of General Foods recently 
concluded an eight-week campaign 
with specially prepared 1,000-line 
ads, during which time the Amster- 
dam News was the only New York 
newspaper carrying Post adver- 


tising. 

Miller Advertising Agency, New 
York, handles the Amsterdam 
News advertising. 


‘Times’ Issues Booklet 
on Tourist Promotion 


Foreign tourist agencies should 
start advertising and promotion at 
least six months before the actual 
travel season starts. This is one 
of the suggestions in the new New 


York Times eight-page booklet, 
“How to Increase Your Tourist | 


Business from the United States.” 

The booklet points out that 
Americans plan their vacation trips 
many months in advance and are 
accustomed to reading advertise- 
ments and asking for literature. 
In 1948 representatives of foreign 
governments reported that they re- 
ceived many expensive folders af- 
ter the season was in full swing or 
already finished, the booklet says. 


Publishes Best Car Cards 
National Transitads, Chicago, has 
issued the 1947-48 edition of 


Advertising Age, November 22, 1: ig 


“Representative Transitads,” wh. }, 
contains the 40 cards selected 
the judges—Cliffe Eitel, Jan » 
Lentine and David Plews. 1 » 


techniques are represented and 1 ie C1 
four best cards in each technic ic ‘ 
were selected for publication. h 
cep 
Witt Agency Appointed ra 
Self Guardian Safety Belt C,, § "™ 
New York, maker of infants’ saf« ty § of t 
belts and toys, has appointed L ie § tow 
H. Witt Advertising, New York, to Bpy 7 
handle its advertising. “Ne 


A McGraw-Hill 


4 


Publication »« New 


"tgs same neighborhood... 
“a, Same street... 
BUT —what a'difference in INCOME! 


4, 


Psychological Corporation researchers have interviewed 
SCIENCE ILLUSTRATED readers from coast to coast, learning 
how they actually live and buy—and then taking the same 
questions to next-door neighbors who do not read SciENCE 
ILLUSTRATED. Reported here is one of the vital differences 
which distinguish this as a market for remarkably prompt 


and profitable response. 


York + Philadelphia . 


*than their next-door, 
non-reader neighbors. 


Cleveland - Chicage 
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“ilverware Market 
Overlooks Male 
(‘ustomers: Bendure 


MERIDEN, Conn.—Jewelry and 
cepartment stores are missing a 
ready-made silverware market 
when they fail to direct a portion 
of their advertising and promotion 
towards men. This is pointed out 
bv Zelma Bendure in her new book, 
“How to Operate the Silverware 


Department,” published this month 
by the International Silver Co. 

“Men shoppers present a ready- 
made silverware market. So sell 
him silverware and make it so 
easy, so pleasant and so self-satis- 
fying to buy it that he will tell his 
friends about it, too,”” Miss Bendure 
writes. 

The book contains f2 manuals 
on the merchandising of silver- 
ware, including advertising, pro- 
motion, displaying, department lo- 
cation and layout, a yearly dollar 


merchandise plan and a basic stock 
plan. 


Promotes Sailings 


of ‘Queen of Bermuda’ 

Furness, Withy & Co., New York, 
is launching a campaign in 50 
newspapers along the Atlantic 
Coast, and in the Midwest and 
Canada this month to promote the 
return of the Queen of Bermuda 
ocean liner to New York-Bermuda 
service. 

Theme of the series will be “The 
Queen of Bermuda is Back.” The 


Wendell P. Colton Co., New York, 
is the agency. 


Eicor to Campbell-Mithun 


Eicor, Inc., Chicago and Oglesby, 
Tll., manufacturer of electrical mo- 
tors and other electronic equip- 
ment, has appointed Campbell- 
Mithun, Chicago and Minneapolis, 
to direct the advertising for the 
new Ejicor portable home sound 
‘tape recorder. The recorder, the 
first consumer item of Ejicor, is 
scheduled for introduction in key 
/markets in the next few months. 
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* ...and what a difference in SALES! 


Not merely more people—but people with 
more money. That seems to be the strategic 
target for 1949 media selection. Rising 
consumer costs and shrinking family 
budgets make it more important than 
ever to concentrate your advertising in- 
vestments where the profit-yield is most 
promising: where family incomes are 
highest. 

Far higher than average, SclENCE 
ILLUsTRATED family incomes are sub- 
stantially above those of the non-reader 
families right next door. By its unique 


Detroit 


San Francisco e, 


editorial formula, this magazine assem- 
bles a selective audience that stacks high 
in all the factors that matter for 49: 
better education, occupation, product- 
ownership. But the solid difference in 
buying power pictured across this page is 
the prime clue to the greater selling power 
of your advertisement, placed in the 
active pages of Science ILLUSTRATED. 

Remember the Science ILLUSTRATED 
difference .. . and concentrate for ’49 in 
the market that’s “eager to know—and 
able to buy’. 


Los Angeles + Boston » 


Atlanta: 
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MANZ 


11 


THERE’S NO SUCH PLACE 
AS NO MAN'S LAND! 


Se COMPLETE are the printing serv- 
ices offered by MANz, and so correctly 
balanced are the elements of quality 
and economy—as well as processes 
of production—that our list of satis- 
fied customers extends from coast- 
to-coast and border-to-border. 

Considering things in their actual 
proportion, it is a natural conclusion 
that outside of Chicago, there are 
many more users of our types of 
services than in Chicago. Therefore, 
it is understandable that most of our 
customers are outside of Chicago. 

There are good printing houses 
throughout the nation, but we, at 
MANZ, point with justifiable satisfac- 
tion in all directions to concerns who 
are using MANZ quality printed mat- 
ter to help sell their merchandise and 
services. 

Printing buyers recognize the ad- 
vantages and economies to be de- 
rived from dealing with a house 
where all of the basic operations— 
from creating an idea, right through 
to delivery—are carried on under 
one roof and one responsibility. 

When an idea is needed, the MANz 
Creative Department goes all out to 
achieve the purposes for which the 
printed matter is assigned. Market 
research, through jobbers and re- 
tailers to consumers, is the only true 
basis upon which the merits of an 
idea can be measured. 

When mechanical printing pro- 
duction is needed, MANz has every 
required facility for stepping in at 
any phase of the job: art, engrav- 
ing, typesetting, printing (either let- 
terpress or offset), binding, and de- 
livering. Every operation has its two 
prime ingredients: quality and econ- 
omy; and they are all conducted in 
accordance with rigid standards con- 
tinually being raised by the installa- 
tion of improved equipment. 

No matter where you might be 
located, it is convenient and efficient 
to call in a MANZ man for discussion. 
We have branch offices in the Em- 
pire State Building, New York City, 
Mr. Eugene P. Pattberg in charge; 
and at 6432 Cass Avenue, Detroit 2, 
Mr. H. T. Brettelle in charge. 

We will be glad to send a MANZ 
brochure, which gives some idea of 
our setup. 


MAN 

AL 
CORPORATION 

Engravers and Printers 


4043 Ravenswood Ave. 
Chicago 13, Illinois 
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The Shifting Economic Scene 


One speech at the American Pet- 
roleum Institute’s meeting in Chi- 
cago earlier this month seems to 
have passed almost unnoticed, 
although its implications are as- 
tounding. ; 

The speech was that of R. H. 
Hargrove, president of the Texas 
Eastern Transmission Corp., who 
was reported by ADVERTISING 
Ace as pleading for an evalua- 
tion of the markets for oil, natural 
gas and coal. Calmly, he suggested 
that the oil industry leave the 
heating fuel field and concentrate 
on other markets. Listen to this: 

“Mr. Hargrove urged that the 
gas industry be encouraged to ex- 
pand in the heating fuel field, and 
that the petroleum industry shift 
its emphasis to transportation, 
mobile power and military re- 
quirements. 

“Mr. Hargrove also urged that 
gas be permitted to absorb the 
heating requirements now served 
by oil. He asserted that ‘there is 
no real competitor to the oil in- 
dustry in the field of highly mobile 
energy,’ and that oil, therefore, 
should logically serve the trans- 
portation industries, where it has 
almost no competition.” 

Apparently, none of the petrol- 
eum industry men to whom Mr. 
Hargrove addressed his remarks 
accused him of heresy or of selling 


the petroleum industry down the 
river, although it is certainly 
likely that they would have done 
so, had he made the same remarks 
ten years ago. 

Even though there is a close af- 
finity between the petroleum in- 
dustry and the natural gas indus- 
try, an industry’s willingness to 
abandon an entire field, which 
once seemed like a wonderful new 
opportunity, and which still repre- 
sents excellent profit possibilities, 
is an unusual, perhaps a unique 
position. It demonstrates how the 
shifting industrial scene—and in 
this case, quite largely, the devel- 
opment of petroleum-powered die- 
sel locomotives—can force major 
changes in the sales and market- 
ing strategy of an entire industry. 

The petroleum men, as we have 
noted, apparently have no great 
reluctance to walk off and leave 
the heating fuel field to gas. But 
we can guess that the producers 
of oil burners, who pioneered with 
a new heating fuel, will not be so 
happy about the petroleum in- 
dustry’s plans. Shortages of fuel oil 
have already dealt them a cruel 
blow; now they face the danger of 
extinction, not because their pro- 
ducts don’t work or can’t be sold 
or fueled profitably, but because 
the producers of their fuel are off 
to greener pastures. 


Are We Getting Too Much of a Good Thing? 


There are no authentic and reli- 
able figures on couponing and 
special offers, but anyone who has 
a mailbox and is entitled to the 
designation of “Householder” can 
quite easily be convinced that 
there has never been such a rash 
of couponing and special deals in 
the country’s history. 

Every mail seems to bring 
batches of coupons from soap com- 
panies or others; every issue of a 
newspaper seems to have half a 
dozen ads featuring coupons “good 
for 10¢” on something or other; 
and every grocer, as well as nu- 
merous other kinds of retailers, 
seems to have been turned into 


a neighborhood Santa Claus, giv-| 


ing things away with the greatest 
of abandon (and of course collect- 
ing for his “charity” from the 
manufacturers). 

Contests, prize offers, coupons, 
two-for-one offers and_ similar 
sales hypos were readied by scores 


but the fact was that they, like the 
administration economists and 
practically everyone else, visual- 
ized a severe dip in business as 
soon as war contracts were with- 
drawn, and they wanted the dip 
to come at the other fellow’s ex- 
pense, if this was at all possible. 

Hence, the approach of war’s end 
unleashed a host of special pro- 
motions reminiscent of the days 
when one had to bang a customer 
over the head with a blackjack tc 
sell a bar of soap, and strangely 
out of place in an economy which 
continued to move with an approx- 
imation of the speed of light. 

But having gotten started on the 
fight-like-hell-for-business tobog- 
|gan, the country’s merchandisers 
not only seem unable to apply the 
brakes, but actually seem to gain 
momentum as they go along. 


Since many advertisers seem to 
|have already pulled out their 
whole bag of sales-stimulation 


—Ford Times 


“Oh, hello, Irma—! thought | recognized your driving.” 


Of General Interest 

One of the things which has al- 
ways fascinated us about publicity 
people is their blythe assurance 
that readers of any given publi- 
cation are interested and informed 
about the pap they peddle. 

We were reading one such re- 
lease not long ago, the work of 
Harry W. Smith, Inc., for Socony- 
Vacuum, apparently—there was 
no client listed. 

The release was all about the 
Flying Red Horse plastic signs 
outside filling stations and said, 
in part, “Made hitherfore in por- 
celain enamel, only the smallest of 
these emblems are embossed and 
the maximum depth of draw was 
about three inches, a limitation 
overcome by the use of acrylic 
plastic which can be formed with 
relatively inexpensive tooling. 
Average draw on the four-foot 
sign is about five inches; on the 
larger sizes it will be greater. Other 
reasons for the choice of acrylic 
include its color permanence, its 
ability to withstand extremes of 
weather, its high shatter-resistance 
and inherent beauty. 

“Fabrication technique, as de- 
vised by Steiner Plastics Mfg. Co., 
Long Island City, N. Y., is simple 
but nevertheless interesting,” the 
release says with assurance. Then 
follows this simple but interesting 
paragraph: 

“In the forming process, the 
extreme edges are outlined in a 
mold. A pressure head is inter- 
posed between the male form in 
the press and the heated acrylic 
sheet, .187” thick. The pressure 
head is lowered to effect a firm 
seal around the periphery, and 
finally air pressure is applied to 
the head. Thus, only air touches the 
surface, making scratches or mark- 
off impossible. This process ac- 
counts also for faithful detail in 
mane and feathers... .” 

This remarkable release goes on 
to describe in some detail the way 
the horses are fastened to filling 
station walls, “with a paper tem- 
plate which, when taped to the 
| face of the building, locates holes 
for the star drill. The sign is hung 


of advertisers while war-buying | tricks, one wonders what they will ‘on walls of brick, porcelain, stucco 


or other material by keyholes in 
acrylic strips. Thus the sign stands 


was still at its peak. Probably few 
merchandisers would admit it now, 


do if selling actually gets a little 
rough. 


at least one-half inch out from the 
face of the building, preventing 
dirt and ice from collecting along 
its upper edge. Non-ferrous hard- 
ware is used throughout.” 

Editors have daily proof that 
few publicity men ever bother to 
prune a mailing list, with tons of 
unusable material crossing publi- 
cation desks in a year’s course. 
And even fewer bother to learn 
enough about the particular needs 
of any publication to do an intel- 
ligent job of feeding it material. 

And don’t say we never give you 
any technical information, in 
simple but nevertheless interest- 
ing style. 


Remember? 


Once in a while you run across 
a set of words so rythmically 
phrased that it falls into your 
memory complete, and any por- 
tion of it, or any similar rhythm, 
brings back instantly the original. 

And so we were a little jarred 
when we saw the Palmolive over- 
line: 

“Regardless of Age...Type of 
Skin. ..or Previous Beauty Care!” 


Who? 


Admen snickered at the cartoon 
used by Old Smuggler in magazine 
copy, in which a man slips on a 
soap cake in a locker room, and 
a spectator cries “Careful, Pryce- 
Jones! Don’t waste a drop—that’s 
Old Smuggler!” 

Pryce-Jones sounds so much like 
the name of another man in the 
advertising business. 


Jottings 

You may not know that Florence 
Oil Heaters are now being intro- 
duced into the New York market. 
Slogan: “Keep warm with Flor- 
ence”... 

A scout says that three of the 
unhappiest-looking people he ever 
saw grace a display of United Air 
Lines captioned “Visit Glamorous 
Hawaii”... 

Friend of ours is impressed with 
a man who handles the account of 
a big railroad. Says the man makes 
appointments like this: “Meet me 
in the Hamilton bar at 5:09”... 


The following documents m iy 
be secured without charge from 
companies sponsoring them or 
through ADVERTISING AGE, by any 
national advertiser or advertising 
agency executive writing on his 
business letterhead. Address Ap- 
VERTISING AGE, 100 E. Ohio &t., 
Chicago 11. 


No. 3188. A Continuing Study of 
Farm Buying Habits 

The Country Guide, Winnipeg, 
Can., has issued this report, No. 6 
in a continuing study, which con- 
tains results of a survey of rural 
bankers, retail merchants and rep- 
resentatives in Manitoba and Sas- 
katchewan. Bankers report on sav- 
ings, loans, farm debt reduction, 
trading area increase and other 
questions. Retailers answer ques- 
tions about supply and demand; 
farm credit; price, and importance 
of farm paper advertising, and 
farmers report on equipment 
owned and contemplated, con- 
struction and repairs, and other 
details. 


No. 3189. Plumbing and Heating 
Market Possibilities by States. 


The marketing and research bur- 
eau of Domestic Engineering Pub- 
lications has compiled this tabu- 
lation, which shows the per cent 
of total plumbing and heating sales 
possibilities in each state, along 
with data on population, number 
of dwellings, income, value of 
building permits, and number of 
wholesalers and plumbing and 
heating contractors. A correspond- 
ing U. S. map shows the state fig- 
ures, and text explains annual 
sales quotas—how the percentages 
are computed—and tells how man- 
ufacturers are using them. 


No. 3190. Physicians as an Auto- 
mobile Market. 


Automobile ownership of phy- 
sicians in Illinois is reported in 
this study, prepared by the Ameri- 
can Medical Association. Returns 
from questionnaires sent to every 
active physician in 11 Illinois cit- 
ies show makes of cars; yearly 
mileage, physicians’ annual in- 
come, and periodicals read by Il- 
linois doctors. 


No. 3162. What Every Advertiser 
Should Know About Capper’s 
Weekly. 


In this brochure, Capper’s 
Weekly reproduces a number of 
representative pages to show its 
editorial style and the columns, 
departments and features that 
appear regularly. The text dis- 
cusses readership as evidenced by 
mail, pattern sales, etc., and pro- 
vides data on the farm and rural 
town market of Iowa, Nebraska, 
Missouri, Kansas and Colorado, 
with a breakdown of Capper’s 
Weekly circulation. 


No. 3178. A Special Name Matcii- 
ing Project. 


Better Homes & Gardens has is- 
sued this study showing compari- 
sons between a magazine’s su- 
scribers and their non-subscri )- 
ing neighbors based on the April, 
1947, survey of population, lab» 
force and housing, conducted by 
the Bureau of Census. Informati.» 
for the Census study was obtain +4 
through an area sampling project 
involving calls on some 30,0)! 
families in 44 states and 148 arezs: 
the bureau matched names of Bet- 
ter Homes & Gardens subscribers 
and their non-subscribing neig%- 
bors, and the report was prepar2é 
by the bureau at the expense aud 


request of BH&G. 
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COMPANION RESULT 8TORY NU 


Reform schools are being improved 
.». because women acted! 


WOMEN WERE SURPRISED AND SHOCKED when they learned of the sordid, often brutal 
conditions that exist in many of America’s so-called “reform” schools. COMPANION 
article “Is This Reform?” drew requests for thousands of reprints from readers all 
over the country ... was used by scores of civic-minded individuals and organizations 
as a spearhead to clean up conditions in their communities. 


The COMPANION is outstanding in the service field for its ability to rouse readers and 
get action. And this dynamic quality is clearly demonstrated in all departments of 
the COMPANION, as the reports below clearly prove! 


<NOW-HOW HEADQUARTERS! —In 1947 COMPANION 


nail bags disgorged more than $10,000 worth of orders 
or booklets from COMPANION Crochet and Embroi- 
lery departments alone! These booklets are priced at 
ust a few cents each. COMPANION readers know 
‘xactly where to look for how-to-do! 


Wy 


YOU'LL MEET MORE LADIES! — Latest Starch visibility 
report, based on full page black-and-white and color, 
show the COMPANION buys more readers per 
advertising dollar than any other book in the entire 
women’s service field. Still more proof that the 
COMPANION is today’s biggest service buy! 


YOUTH !S SERVED!—Lloyd Hall Reports for the first 
eight months of 1948 show that the COMPANION 
leads the women’s service field by wide margins in 
the editorial linage devoted to children and beauty. 
The COMPANION has first claim on young women in 
the midst of the “buying years!” 


WOMAN’S HOME COMPANION 


THE MAGAZINE OF PERSONAL SERVICE, HOME SERVICE, 


Monthly Circulation More Than 3,850,000 


PUBLIC SERVICE 
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FM Broadcasting 
Becomes $1 Billion 
Business in 2 Years 

WasHINcToN—The FM Associa- 
tion estimated last week that FM 
broadcasting has grown from $10,- 
000,000 to a $1 billion business in 
about two years. 

A survey directed by former FM 
Association President Everett L. 
Dillard, owner of KOZY, Kansas 
City and WASH, Washington, esti- 
mates 2,880,000 FM sets in use, 
with production of new, inexpen- 
sive FM receivers growing. 

From 66 stations on the air in 
1946, FCC reports 663 commercial 
and 25 non-commercial FM sta- 
tions serving 417 cities today. An 
additional 334 commercial and 20 
non-commercial stations for an ad- 
ditional 128 cities are authorized, 
and 91 applications are pending. 

Total industry investment was 
$960,250,000 at the end of the third 
quarter of 1948. Set output by 
Radio Manufacturers Association 


DOUBLE-CHECKED TYPOGRAPHY 
AND PRINTING 


Type 
TALKS 


No. l—Price 


Price shouldn't be 
the most important 
item to consider 
when choosing your 
Advertising Typog- 
rapher. But when you 
can cut production 
costs and at the same 
time get Superior 
Quality Service, you 
are buying wisely. 
Superior’s staff of 
expert type layout 
men will create the 
styles you want, or 
follow your own lay- 
outs and specifica- 
tions implicitly. 
Despite steadily ris- 
ing costs, of labor, 
type and paper, vigi- 
lant managerial efhi- 
ciency has enabled 
us to reduce our 
price on day work 
to $7.00 per hour; 
overnight service to 
$7.60 per hour. Ask 
for literature ex- 
plaining lower rates 
in detail. We'll be 
glad to send a repre- 
sentative on request. 


Superior 
Typography 


Pact J. Wienes President 
Evwarp A. Rorn....Secretary-Treasurer 
Geonce W. Horrman..... Vice-President 


305 E. 45th St., New York 17 
Telephone: MURRAY HILL 4-1112 


members totaled 2,409,000, plus an 
estimated 175,000 by non-RMA 
members and 175,000 incorporated 
into television sets. 


San-Nap-Pak to Federal 

San-Nap-Pak Mfg. Co., New 
York, has appointed the Federal 
Advertising Agency, New York, 
to handle advertising for Coun- 
tess Lydia Gray doeskin tissues, 
doeskin dinner napkins and bath- 
roam tissues, effective Jan. 1, 1949. 
The account was 
handled by the Biow Co., New 
York. 


previously/1 


Ad Bureau Makes Study 
of the Coffee Market 


No national coffee brands domi- 
nate markets, with local or re- 
gional brands repeatedly winning 
top place in consumer sales, a new 
study of the Bureau of Advertis- 
ing, ANPA, reports. The new an- 
alysis, called “Evaluating the Mar- 
ket for Coffee,” is based on analy- 
ses of eight markets where news- 
paper inventories were in opera- 
tion between July, 1947, and June, 
948. 

Harold S. Barnes, director of the 
Bureau, said the study reenforces 


the newspapers’ claim that all 
business is local. He said the analy- 
sis shows that while only four 
brands appear in all markets, a 
total of 67 brands were reported; 
21 different brands placed in the 
top five in the markets covered, 
and only two of the 21 are nation- 
ally distributed. 


Rentield Appoints Zulauf 


Don Zulauf, formerly with 
Schenley Distillers, New York, has 
been appointed advertising mana- 
ger of Renfield Importers Ltd., 
New York. 


Industrial Editors Name Nelso 


Advertising Age, November 22, 19: 3 


Paul R. Nelson, of the Chica; ) 
staff of Selvage & Lee, public r . 


lations counsel, has been appoint: 
regional director of the Americ: 


I 


Association of Industrial Edito) . 


He succeeds Charles N. Davidso 
of Stewart-Warner Corp,, who r 
signed as vice-president and as ac 
ing director of the region. 


AAAN Adds Jaqua Agency 


Jaqua Advertising Co., Gra: 
Rapids, Mich., has been elected 
membership in the Affiliated A: 
vertising Agencies Network. 


Are the women who shop inth 


) 


SAFEWAY STORES, INC. 


Headquarters: Oakland, Calif. 


# Stores 


2,393 


1947 Sales Volume... $1,117,065,000 


Last year, the women who shop 


these nine chains took close to 2 
billion dollars worth of merchandi 
off the shelves of those stores alon 
They accounted for almost 3 of 


nation’s chain food store sales. 


Every one of these 7,359 stores no 
sells Family Circle and every mon 
1,700,000 known shoppers buy 


finity Oa 


Bought by women when women buy 
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"*hree Join Stewart Agency 

Gwen Kane has joined the mar- 
et research and media division of 
ames A. Stewart Co., Pittsburgh. 
AJary Ilankoff and Mildred Dorish 
1ave been added to the production 
iepartment. 


Fets Fotoware Account 


National Photo Service & Supply 
‘o., Appomattox, Va., has named 
%ence & Co., Johnson City, Tenn., 
o handle the advertising of its 
*otoware, photography on china. 


New DeJur Movie 
Camera Will Get 
$50,000 Ad Push 


New YorkK—DeJur Amsco Corp. 
will launch a $50,000, one-month 
campaign in December to push 
holiday sales of its new 8 mm. 
home movie camera with an ex- 
clusive “fade-matic control.” 

The national drive will start 
with a two-color ad in the Dec. 5 
This Week Magazine, supplemen- 


ted by additional copy in newspa- | 
pers of other metropolitan markets | 
where dealers have been supplied | 


with the new cameras. The drive 
will use exploitation in depth, with 
heavy emphasis on cooperative ad- 
vertising by retailers. With dis- 
tribution expanded by next spring, 
DeJur-Amsco will go ‘into na- 
tional magazines. 

As part of the holiday sales push, 
color spreads will be used in busi- 
ness papers and hobby publica- 
tions. Emphasis will be put on the 
new movie camera, but the ads also 


will show the entire line of pro- 
jectors, enlargers and exposure 
meters. 

The new camera was introduced 
in the New York metropolitan area 
Sept. 15, and recently made its 
bow to an independent dealer 
group in the Chicago area, where it 
went on sale last week. DeJur is 
supplying all dealers with a com- 
plete sales promotion kit for the 
premiere, with a broadside which 
blueprints the entire campaign, 
and order forms for tie-in news- 
paper ad mats, consumer circulars, 
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NC. 
satiquarters: Minn 


Stores... .. 678 
47 Sales Volume 


JEWE 
FOOD STORES 


aneliz 


UNION CO. 


$: New York, N.Y. 


"$99,819,000 


# Stores 


AMERICAN 
STORES CO. 


a — , 
Evi eadquarters: P Pa. 
~  $13089,00 SUPERMARKETS  '%7 Sales Volume. 
. $388,614,000 

Headquarters: Cincinnati, Ohio 

# Stores........48 

1947 Sales Volume... 

_ $50,000,000 


ising get to the point-of-sale? 


hese 1,700,000 women take an 
itive interest in the purchase of food 


COLONIAL 


STORES, INC. 
Headquarters: Atlanta, Ga. 


# Stores...... 406 
1947 Sales Volume... 
_ .$15S,509,2 


Ind equipment for the home. In 


aking up your 1949 schedules don't 


Hli-shopper audience. 


aS 


bverlook Family Circle’s no-waste, 


STORES, INC. 


—" _ Mass. 
1947 Sales Volume... $315,916,000 
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streamers and pennants, window 
and counter cards and displays, 
and other sales aids. 

Consumer copy features the 
“fade-matic control,” six speeds 
instead of the usual four, built-in 
exposure calculator, and modern- 
ized styling of the models, which 
retail, price fixed, at $127.50, 
$149.50 and $152.50. 

Reiss Advertising handles the 
account. 


Knoxville Papers Up Rates 

Effective Jan. 1, 1949, the Knoz- 
ville Journal and the Knoxville 
News-Sentinel, competing publica- 
tions, will increase their linage 
rates 3¢ per line. The Journal will 
raise its rates from 19¢ to 22¢ per 
line and the News-Sentinel, from 
22¢ to 25¢. 


Agency Appoints Two V.P.s 

Allan C. Gottschaldt, account 
executive, and William B. Low- 
ther, account executive and service 
supervisor, have been named vice- 
presidents of Badger & Browning, 
Boston. 


Kits: Pats. Pend. 


These useful Kits — con- 
taining convenient tools 
for making repairs around 
the home, office, farm and 
automobile as well as 
model building and hobby 
crafting — are constant re- 
minders of your products 
and services ... and your 
prospects, customers and 
workers will keep them 
always available. Tools are 
of high-grade alloy steel 

. handles are of durable, 
bright red plastic. All 
tools are housed in hollow 
handle — and kits are in- 
dividually packed. Han- 
dles can be imprinted .. . 
with your name or trade 
mark ... at nominal cost. 
Write for descriptive liter- 
ature, state your require- 
ments, also wording of 
imprints. Quotations will 
be sent promptly. 


Over 45 Years in Business 


STANDARD PRESSED STEEL CO. 
JENKINTOWN, PA. so: 
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Cleveland Adclub 
Joins Ad Federation 


New Yorx—The Cleveland Ad- 
vertising Club has joined the Ad- 
vertising Federation of America, 
bringing the total AFA member- 
ship to 86 senior advertising clubs. 

The Cleveland club, with 1,200 
members, has been separated from 
the AFA for the past 35 years. Its 
return to the federation brings the 
AFA membership total to more 
than 25,000. 

Other new AFA members in- 
clude Dearborn Motors Corp., De- 
troit; the Weimer-Olds Organiza- 
tion, Columbus, O.; and Federal 


Advertising Agency, J. D. Tarcher 
Co., New York Post Home News, 
Lloyd, Chester & Dillingham, and 
Pedlar & Ryan, all of New York. 


Promotes Schlaifer 


L. J. Schlaifer, who joined Eagle- 
Lion Films, New York, eight 
months ago as assistant to the 
vice-president in charge of distri- 
bution, has been appointed general 
sales manager of the company. 


Nielsen Signs Compton 


Compton Advertising, Inc., has 
signed a two-year agreement with 
A. C. Nielsen Co., Chicago, for the 
National Nielsen Radio Index Ser- 
vice. 


‘forquality 
photo engravings 


Hoover Suggests 
Post Office Be 
Semi-Autonomous 


Revolving Postal Fund 
Asked; Higher Salaries 
for Top Men Also Seen 


WASEINGTON—Former President 
Herbert Hoover’s bi-partisan 12- 
man commission on government 
efficiency will provide Congress 
next January with a plan to cut 
the Post Office Department de- 
ficit by $200,000,000 to $300,000,- 
000. 

If achieved, the savings would go 
a long way toward solving the di- 
lemma caused by mounting postal 
losses, but Mr. Hoover feels that 
they would not be enough in view 
of the fact that the deficit now ex- 


Advertising Age, November 22, 194; 


ceeds $550,000,000 a year. 

The rate problem, he says, re- 
mains a problem for Congress. 
While the department need not 
make a profit, it is his personal 
opinion that some further increases 
in postage rates should be author- 
ized. 

As previewed here, the Hoover 
recommendation for the Post Of- 
fice Department envisions a semi- 
autonomous government corpor- 
ation removed as far as possible 
from politics. 


s Instead of going to Congress for 
its operating funds, and subjecting 
itself to all the red tape on normal 
governmental operations, it would 
be financed by a revolving fund. 
Except for the Postmaster General, 
and the Director of Posts, none of 
its 20,000 postmasters would be 
subject to congressional approval. 
The Post Office proposals are 
one of three general recommenda- 
tions adopted after 14 months of 
work by the Hoover group. A 
second proposal is designed to pro- 
vide more efficient supervision of 


.. and cover the WHOLE 3000000 


Major in 


ittsburgh’S 
POST- 


GAZETTE 


your salesmen. 


REPRESENTED NATIONALLY BY MOLONEY, REGAN & SCHMITT, 


°e 
Today short supply is a thing of the past in all but 
a very few lines. You've got to TELL the consumers 
before you can SELL the dealers. That's why it’s 
important to route your advertising as you route 


And it’s so easy and economical to do in Pittsburgh— 
with Pittsburgh's Post-Gazette! The Post-Gazette dou- 
ble-teams with your salesmen perfectly in selling the 
million central city people . . 
singing the same selling song to the two million more 
who live in and around the neighboring 144 cities 
and towns of 1,000 to 75,000 population. 


. then travels along 


INC. 


the government by the Office «° 
the President, and a third to redu: . 
the turnover in federal emplo - 
ment by improving personnel ma: - 
agement and by providing more a 
tractive pay scales for those ear - 
ing more than $5,000. 
Discussing the turnover in go 
ernment employment, Mr. Hoov: r 
estimated that a total of 6,000,0: 
had been hired during the pat 
three years in order to mainta , 
employment at 2,500,000. 


_— 


a The Hoover commission en - 
ployed Robert Heller & Associate ;, 
Cleveland management enginee,, 
to find ways of checking the post» 
deficit, which now amounts to 
sum equal to total postal revenu: 
in 1934. 

In recommending decentral)- 
zation, and simplification of the 
postal laws and regulations to give 
the department as much as possible 
of the flexibility of modern busi- 
ness organizations; Mr. Hoover 
said the deficits are from causes 
largely beyond the control of the 
existing department management. 

Repeatedly since the war, the 
Postmaster General has asked for 
drastic rate increases, particularly 
for second class, parcel post and 
other “business classes” to offset 
nearly $800,000,000 of salary, rent, 
transportation and price increases 
which the department has been ab- 
sorbing. 

Before adjourning in June, Con- 
gress adopted a limited rate bill, 
effective Jan. 1, which seeks about 
$100,000,000 from parcel post, 
special delivery, airmail, and other 
special services. 


nD 


a As the deficits continue to 
mount, the department is re- 
ported ready to ask the new 
Congress for additional increases, 
particularly for publishers’ second 
class, long a “whipping boy” in 
view of low rates which have been 
unchanged since 1879. According 
to the department’s accounting sys- 
tem, second class would have to 
produce about 500 times its present 
revenue in order to be self-suf- 
ficient. 

When the Hoover report goes 
to Congress on Jan. 13, it is ex- 
pected to cover a very wide variety 
of government agencies and func- 
tions. During the remainder of 
November and December, commis- 
sion members will be working full 
time sorting through nearly 2,000,- 
000 words contained in reports 
pouring in from the 22 “task 
forces” which have devoted the 
past year or more to investigating 
various phases of government ac- 
tivity. 


Weisberg Forms Agency 


Robert Weisberg, former vice- 
president and art director of Le- 
land K. Howe Associates, New 
York, has formed Robert Whitehill, 
Inc., New York, a new advertis- 
ing agency with offices at 37 W 
57th St. Mr. Weisberg is president 
and art director of the new agency 
Accounts include Juvenia Watch 
Agency, Inc.; Stonewall Product 
and John G. Traecy Co., manu- 
facturer of Fa-Cile fasteners. 


Sprackling Opens PR Oftice 


Helen Sprackling, former wo- 
men’s director of Licensed Bev- 
erage Industries, New York, ha: 
opened her own public relation: 
office at 219 E. 49th St. 


‘Enquirer’ Increases Rates 


The Cincinnati Enquirer has in- 
creased its linage rates 2¢ per line 
The open rate has been raised fron 
31¢ to 33¢ per line. The Sunda: 
line rate remains unchanged. 


What Size Agency? 
John Orr Young says: 
“Advertisers today give 
too much weight to 
size.” Want a 
agency with big IDEAS? 
Write: 
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Arnold, Schwinn Bike 
ine to Get Biggest 
Shristmas Ad Drive 


Cuicaco—In the most concen- 
rated advertising drive in the 
ndustry’s history, Arnold, Schwinn 
« Co. will promote Christmas gift 
ales of its bicycle line with copy 
n national magazines, comics and 
yusiness papers, and with dealer 
naterial. 

The campaign will include a 
our-color center spread in the 
Dec. 7 issue of Look, and black- 
ind-white pages in Life and Look, 
promoting the full Arnold, Schwinn 
line. The company also will use 
space in the Harvey and National 
Comics groups and seven youth 
publications, to stimulate Christ- 
mas trade. Copy emphasizes that 
among youngsters, America’s real 
“bike experts,” Schwinn rates a 
four-to-one favorite over any other 
make. 

Trade publications in the bicycle 
field will carry the story of 
Schwinn's big promotional push, 
and the company’s 10,000 Gealers 
will receive reprints of the maga- 
zine ads, window streamers and 
oher display material. Special 
Christmas cards, using a picture 
of the Schwinn bicycle featured 
in the magazine copy, will be sent 
to all dealers. 

J- Walter Thompson Co. handles 
the account. 


Merchant Named President 
of Michigan Adclub 


Larry Merchant, vice-president, 
Jaqua Co., Grand Rapids, has been 
elected president of the Advertis- 
ing Round Table of Southern 
Michigan, which meets monthly at 
Marshall, Mich. He succeeds Keith 
H. Redner, assistant general man- 
ager, Battle Creek Bread Wrap- 
ping Machine Co., Battle Creek, 
who becomes chairman of the ex- 
ecutive committee. 

Other officers elected include: 
Vice-presidents, Eldon Robbins, 
advertising manager, John Bean 
Mfg. Co., Lansing, and Larry Ma- 
thany, advertising manager, Foote 
& Jenks, Inc., Jackson; secretary, 
E. Roy Saxton, general manager, 
Battle Creek Dog Food Co., and 
treasurer, J. Harry Wilson, adver- 
tising and sales promotion mana- 
ger, Sherer-Gillett Co., Marshall. 


NBC Signs KRSC-TV 

KRSC-TYV, Seattle, has signed an 
affiliation contract with NBC. The 
station currently is operating Tues- 
day through Sunday on a limited 
schedule. An estimated 1,000 sets 
are in use in the area. 
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Campbell-Mithun Adds Six 

Campbell-Mithun, Chicago, has 
added six to its staff. They are: 
James Beardsley, formerly with 
Beaumont & Hohman, copy staff; 
C. E. Hentrich, formerly director 
of ice cream merchandising of 
Swift & Co., executive staff; Min- 
nie Kaplan, media director; Ernst 
Neubauer, production and traffic 
manager; John Routledge, for- 
merly with the National Safety 
Council, public relations director, 
and A. E. Wright, formerly manag- 
ing director of the State Street 
Council, copy staff. 


Simon & Schuster 
Repeats Easter Ad 


for Yule Promotion 


New YorK—Last Good Friday, 
Simon & Schuster ran a two-col- 


umn ad in the New York Times, 


advertising the Tiny Golden Lib- 

rary for children. This library 

consists of 12 children’s books. 
The next day the office was 


filled with 150 people all wanting | 


the books, and 1,400 mail orders 
came in. The crowd coming to the 
office was quite unusual, a spokes- 
man from the publishing company 
told AA, as most ads usually draw 
two or three customers direct to 
the office. 

Pleased with this response, Si- 
mon & Schuster ran a color page in 
the Nov. 15 issue of Life, repeating 
that same ad. Copy asks the cus- 
tomer to guess the price of this lib- 
rary and after making the guess to 
turn the ad upside down, where 


17 


the price is printed. 
Schwab & Beatty, New York, is 
the agency. 


Durkee Starts Publication 


Durkee Famous Foods division of 
the Glidden Co., Cleveland, has 
begun publication of the “Durkee 
Merchandiser,” external company 
publication which will go to users 
of Durkee products, such as baker- 
ies, institutions, food manufactur- 
ers, etc. The publication is super- 
vised by Elmer L. Weber, general 
sales promotion manager. 


‘ 


CIRCULATION: Over 1,000,000 teen-age readers. And Starch Reports show: three 
out of four mothers, one out of three fathers share SEVENTEEN with their daughters 


COST: $2.22 per page per thousand Bs is expensive than the four women’s 


service magazines; 58% less than 


ive top fashion magazines 


AD LINEAGE: October 1948 figurestop October 1949 by 3,677 lines of advertis- 


ing. November 1948 figures top Négember 1947 by 8,609 lines of advertising 


READER POWER: 94%, buy their own gosmetics; 92%, buy their own records; 87 Y, 
shop for family groceries; 95% have their own radio#60% have their own room; 


48° have their own luggage; 99% own a fountain 


FACTS YOU'LL WANT TO FACE ABOUT THE MAGAZINE TH 


sy : 


pen; 83% own a wrist watch 


AAT SERVES THE TEEN-AGE MARKET 
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More and more advertisers a 
are finding that Sports Afield’ 
famous Spend-o-crat* market 
represents the most responsive 
audience of men available today. 


ee + kaa 
i Matiann me 8s ee 


‘A sportsman with an appreciation of the finer 
things of life—and the leisure and means to 
enjoy them. 


For instance, a recent survey shows that Spend- 
o-crats not only own 40% more automobiles, 
but actually drive them 36% farther. To sell 
automobiles...sell Spend-o-crats. 
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Trumbull Appoints Three 
George H. Sahler, formerly 


with General Electric Co:, has 
been appointed manager of mar- 
keting research of Trumbull 
Electric Mfg. -Co., Plainville, Conn. 
William A. Edwards, southwest 


DNIAVUDNEF 


FRANKLIN 6343 


WASHING) 


PHOTO ENGRAVING COMPAL 


district sales manager, has been 
advanced to manager of switch, 
breaker, control sales, and Yale 
T. Chaney, in the engineering 
department, has been named 
manager of distribution systems 
sales. 


Marshall Field Promotes 


Fashions in Color Newsreel 
Warner Pathe Films has released 
what is thought to be the first 
cinecolor newsreel fashion movie, 
featuring models wearing skiing, 
swimming and casual apparel from 
Marshall Field & Co., Chicago. 
Titled “Colorado Vacation,” the 
color sequence was filmed at 
the Broadmoor Hotel, Colorado 
Springs, this summer as a joint 
Warner-Marshall Field promotion. 


Lineweaver Joins Alport 

Hugh Lineweaver, formerly with 
Joseph R. Gerber Co., Portland, 
Ore., has joined Alport & Asso- 
ciates, Portland agency. 


Keating Names Mountain 
William Mountain has been 

named sales manager for the Port- 

land, Ore., area for the John Keat- 


ing Radio Studios. 


General Electric 
Changes Video Show 
After One-Time Try 


New YorK—General Electric Co. 
has set what is believed to be a 
record for show dropping, cancel- 
ing the Dennis James “Carnival” 
after a single telecast. 

This action followed despite the 
advance ballyhoo, including a 
cocktail party for Mr. James and 
the show: 

In the Sunday night (8:30 p. m., 
EST) spot on CBS-TV, G-E now 
is running a newsreel quiz, “The 
Eyes Have It,’ with ace Columbia 
commentator Douglas Edwards as 
moderator. The quiz panel is com- 
posed of visiting celebrities. 

This show is handled by Batten, 
Barton, Durstine & Osborn. 


Appoints John Butler 

John H. Butler, formerly with 
Dubin Advertising Agency, Pitts- 
burgh, has joined Botsford, Con- 
stantine & Gardner, San Francisco, 
as account executive. 


list like this . 


fare 


Are you getting the fairest of the fare . . . when your advertising dollar 
attempts to stir up things in the 3 major national markets . 
. . (Collier’s—Life—Post—Companion—Good House- 
keeping — Journal — McCall's — American Weekly — This Week)? 


represents 64% 


S, 
s 


@ @ on the two front burners... because they're within 
easy reach! One, the 242 metropolitan counties, 


...and gets 69¢ of every dollar invested in 

this urban list. Two, all places over 
1,000 population beyond metropolitan 
influence... represents 24% of all 


. with a 


of all city and town families 


city and town families .. . and 
receives 25¢ of the dollar. 


.. . because it’s not getting the proper 
attention, is America’s 3rd largest 
city and town market...the True 
Small Towns. This important market 
represents 12% of all city and town 
families, yet receives only 6¢ of your 
dollar 
publications. 


invested in urban national 


Get a larger share of the True Small Town market by awarding it 
a larger share of your advertising dollar. Add GRIT to your national 
schedule ... 61¢ of every advertising dollar invested in GRIT goes to 


the True Small Towns. 
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OF CHAIN STORES 


% Gain; 10 months—————,% G 1 
1948 1947 or Loss 1948 1947) «orl « 
Food Chains 
0 eee ee $ 12,134,158 $ 10,180,295 +19.2 $ 114,736,566 $ 94,651,968 4° » 
3Kroger Co. ....... 64,544,578 62,859,415 +-2.7 679,401,065 630,644,868 4 7 
+National Tea ...... 21,017,537 18,906,102 +-11.2 205,085,665 158,302,415 +2 «6 
tSafeway .......... 86,226,149 84,015,078 +-2.6 991,828,673 866,610,999 5 
Group Total ...... F183, 922,422 FT75,960,390 TTS F1,991,051,969 $1,750,210,250 Fi 5 
Mail Order 
"Montgomery Ward. .$131,302,035 $127,143,899 +-3.3 $ 965,776,217 $ 888,652,285 + 7 
“Sears, Roebuck .... 221,967,544 205,979,263 +-7.8 1,754,648,056 1,462,171,609 +2 
GEE ‘peve-c cavebeds 13,577,157 12,943,948 +4.9 104,389,033 97,084,236 4 5 
Group Total ...... F36G, 846,736 $346,067, 110 FEO FL SITS 306 FF AIT 90S, 190 Fi 
Drug Chains 
DE eédvecs iecawd $ 4,267,576 $ 3,909,084 9.2 $ 37,810,754 $ 37,141,569 4 8 
TE? Suscsceees 13,820,533 12,869,385 7.4 133,574,935 124,637,855 + 2 
Group Total .....: $ 18,088,109 § 16,778,469 7.8 $ 171,885,689 $ 161,179,424 J 9 
Variety and Miscellaneous 
*“Angerman Co. ..... 1,058,022 675,270 +-56.7 7,067,612 5,217,950 +554 
Beck, A. S. Shoe.... 3,700,061 3,930,950 —5.9 34,085,856 35,120,624 — 2 29 
Bond Stores ....... $ 9,142,175 $ 8,355,125 +9.4 $ 64,615,969 $ 62,667,092 41.) 
Butler Bros. ....... 12,653,190 13,455,742 —6.0 112,616,359 95,332,525 +15.) 
Colonial Stores ..... 13,174,054 12,413,060 -+-6.1 136,720,402 130,091,798 4 5.1 
eS cn ceed 6,370,715 6,381,616 —0.2 60,622,871 67,137,230 +5.) 
Fishman, M. H...... 875,940 724,765 +20.8 6,657,866 6,175,844 +7.8 
Gamble-Skogmo 14,811,326 14,238,724 +4.0 127,104,978 116,563,770 +9. 
ag Se 22,155,120 20,425,615 +8.5 172,664,166 167,264,606 +3.2 
Grayson-Robinson 7,114,103 4,899,496 +-45.2 55,567,134 40,081,654 +-35.6 
Kinney, G. R. Co.... 3,075,000 2,621,000 +-17.3 25,630,000 23,299,000 +-10.6 
SS SS ere 24,885,247 23,417,608 -+-6.3 211,653,227 198,929,121 +64 
ONG. > Disc cendtace 14,045,412 12,618,869 +-11.3 122,640,105 116,496,191 +5.3 
Lane Bryant, Inc.... 5,466,085 4,569,216 +-19.6 44,326,984 41,315,888 +7.3 
PSS Ae 7,918,617 7,423,056 +-6.6 71,919,484 66,381,101 +83 
McLellan Stores .... 4,672,861 4,183,735 +-11.7 37,203,585 33,446,544 +11.2 
Meriaatile Stores .. 10,726,900 9,682,900 +.10.8 82,923,300 77,313,000 +7.3 
Murphy, G. C........ 12,475,371 10,496,471 +-18.8 101,602,641 87,833,635 +-15.6 
Neisner Bros. ....... 5,270,641 4,374,482 +-20.5 42,183,720 36,579,516 15.3 
Newberry, J. J....... 11,613,694 10,009,117 +16.0 98,932,171 85,880,104 +-15.3 
. . See 90,762,224 75,582,605 +-20.1 668,289,153 582,378,403 14.8 
*Sterchi Bros. Stores. 973,147 1,257,747 —22.6 11,250,024 9,332,043 20.5 
Western Auto ...... 10,744,000 10,903,000 —1.5 102,176,000 97,537,000 +-4.8 
Woolworth, F. W.... 53,429,162 51,970,337 42.8 462,959,466 435,696,448 +6.2 
Group Total ..... $47,113,067 $314,610,506 +-10.3 $2,861,413,073 $2,608,710,087 +-9.7 


Combined Total . °$915,970,334 $853,416,975 17.3 $7,848,664,087 $6,967,968,891 


+Four weeks ended Oct. 9, 1948—1947. 
period. “Eight month period. 
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tFour weeks and 44 weeks. *Nine month 


RMA’s Balcom Says 
TV Set Output May 
Hit 2,000,000 in ‘49 


Boston—Max F. Balcom, presi- 
dent of the Radio Manufacturers 
Association, told a “Town Meeting” 
of radio technicians here Monday 
that television set production may 
exceed 2,000,000 sets during 1949. 

He said about 800,000 sets have 
been produced since World War II, 
and that the total will be close to 
1,000,000 before 1948 ends. 

While television set production 
in units is relatively small when 
compared with 20,000,000 radios 
manufactured in 1947, in dollar 
volume it is an entirely different 
matter, he pointed out. 

According to his estimates, tele- 
vision receivers represented only 


4% of total set production in 1948, 
but more than 23% of set makers’ 
total dollar volume. 


Mrs. Paul's Kitchens 
Names Aitkin-K ynett 
Aitkin-Kynett Co., Philadelphia, 
has been appointed to handle the 
advertising of Mrs. Paul’s Kitchens, 
Philadelphia, producer of cooked, 
frozen sea food specialties and 
frozen French fried potatoes. 
Charles W. Eigenbrot, Samuel G. 
Gallu Jr., Harold B. Montgomery 
and John J. C. Wirth have joined 
the agency’s copy and contact de- 
partments. 


Promotes Paul Japp 

Paul D. Japp, New York dis- 
trict manager of the Pittsburgh 
Corning Corp., has been named 
manager of sales promotion, with 
headquarters in the general office 
in Pittsburgh. 


The only engineering magazine 


devoted exclusively to refriger- 
ation and air conditioning... 


is used by: 


Allied Chemical & Die Corp. — 
Aluminum Co. of America — 


Anaconda Copper Mining Co. — 


Armstrong Cork Co. — Bundy Tubing 
Co. — Du Pont, E. |. de Nemours & Co. — Eaton Mfg. Co. 
—Emerson Electric Co. — Johns-Manville — Mathieson 


Chemical 


Corp. — National Gypsum Co. — Northern 


Indiana Brass Co. — Owens-Corning Fiberglas Corp. — 
Redmond Co., Inc. — Standard Products Co. — Sun Oil 
Co. — Taylor Instrument Companies — U. S. Rubber Co. 


— Weirton Steel Co. 


because... 


it reaches the men who specify, select and buy steel, 
motors, insulation, copper, castings, controls . . . carloads 


of other items for... 
a market... 


which is second only to the automotive industry in its an- 
nual consumption of raw materials and component parts. 
What's your share of this market? 
Let's discuss it... NOW... while you're making your 


plans for 1949. 


~— RRPRIGERATING ENGINEERING 


Published by the American Society of Refrigerating Engineers 
Established 1922 


@ 


Member of the Audit Bureau of Circulations 


12th Floor, 40 West 40th St. 


NEW YORK 18, W. Y. 
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Advertising Age, November 22, 1948 


Advertising in the Test Stage 


Color Abstracts 
Whet Appeal for 
Canadian Ace Beer 


CuicaGco—To spur wintertime 
sales of its beer, Canadian Ace 
Brewing Co. last week broke a test 
teaser campaign in the Chicago 
narket, using a splash of color 
and the word, “anytime,” on 24- 
sheet posters and painted bulletins. 

The payoff message will go up 
about Thanksgiving time, when 
another “color in motion” abstract 
design will be linked with the 
slogan, “Any time of the year, 
Canadian Ace is the beer of good 
cheer.” The slogan forms the 
major portion of the jingle used 
in the company’s extensive radio 
advertising. 

Vision, Inc., designed the color 
abstracts which will be tested in 
the Chicago series, and Canadian 
Ace plans to extend their use, if 
results are successful, to other 
markets. The campaign represents 
its most extensive promotion, to 
date, via the outdoor medium. 

The “anytime” teasers will ap- 
pear on about 100 24-sheet post- 
ings, a dozen painted bulletins and 
on three-sheets at “L” stations 
throughout metropolitan Chicago. 
Canadian Ace also will employ 
“L” and street car cards exten- 
sively to identify the color ab- 
stracts with the product. An entire 
series of color abstracts has been 
prepared for the campaign. 

In its regular national advertis- 
ing, the company is using program 
and spot radio throughout the 
country, painted bulletins, and 
newspapers in New England states 
and along the Atlantic seaboard. 
Louis Weitzman Agency, Los 
Angeles, handles the account. 


NES-QUICK FLAVORING 
TESTED IN 3 CITIES 


New YorKk—Lamont, Corliss & 
Co. is testing a new product, Nes- 
Quik, instant Nestle chocolate fla- 
vor for milk, in newspapers of 
Providence and two other cities. 


Cecil & Presbrey, New York, is} 


the agency. 


TESTS IMDRIN TABLETS 
IN NEWSPAPER COPY 


CLEVELAND — Rhodes Pharmacal 
Co. has launched a three-market 
test for its proprietary pain re- 
liever, Imdrin, using couponed 
copy and other newspaper ads 
in Minneapolis, St. Louis and 
Peoria, Ill. 

Advertisements range from a 
picture-style page, headlined 
“Amazing new discovery for rheu- 
matism, arthritis,” down to 80-line 
ind 42-line reader-style appeals. 
‘he product is offered on a money- 
back guarantee, and is being sold 


EVERYBODY GETS THIRSTY! 


Manpaee. 


That’s what keeps this billion 
iollar industry flourishing in good 
times or bad! To sell the soft 
irink bottlers of America, use 
National Bottlers’ Gazette. It’s 
2»een the industry’s number one 
salesman since 1882 .. . first in 
4.B.C. paid circulation, first in 
advertising volume, first in edi- 
orial coverage. Keller Publishing 
company, 80 Broad Street, New 
York 4, N. Y. Detroit: Penobscot 
Building. Pacific Coast: 714 West 
Ilmpic Blvd., Los Angeles. 


by drug stores in the three test 
markets. A coupon may be used 
by the out-of-town consumer to 
obtain a $3 bottle of the Imdrin 
tablets by mail. 

O’Neil, Larson & McMahon is 
the agency. 


Divver Appointed A. M. 
Margaret Divver, associate ad- 

vertising manager, has been ap- 

pointed advertising manager of 


John Hancock Mutual Life Insur- 
ance Co., Boston. Leavitt Howard, 
in the advertising department, has 
been named assistant advertising 
manager. 


Appoints Bozell & Jacobs 


The Heavy Outer Apparel di- 
vision of Minnesota Apparel In- 
dustries has appointed Bozell & 
Jacobs, Minneapolis, to handle its 
1949 advertising. Full-page ads 
will appear in Apparel Arts, Boy’s 
Outfitter, Commercial Bulletin & 
Apparel Merchant and Men’s Wear. 
Direct mail also will be used. 


Braniff Names Campbell 


Robert C. Campbell has been 
appointed to the new position of 
West Coast traffic representative 
of Braniff International Airways, 
Dallas, with headquarters in San 
Francisco. He will direct sales pro- 
motion for the area. 


‘Yours for the Bride’ Bows 


Archway Press, New York, has 
started publishing a new magazine, 
Yours for the Bride, which sells on 
newsstands only, for 50¢. The pub- 
lishing company also publishes 
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Housing & Decorating. The maga- 
zine has a circulation guarantee of 
50,000. The black-and-white page 
rate is $900. 


OUR BUSINE $8 15 THE. ‘annem! 
PREMIUM and CONTE 

Bra pac gemincae: Ciste 
- FREE 16 PAGE BOOK LET) 


@ 


bring your 
layouts to life: print on 


_S7conderoga 


” 
- 


This versatile watermarked Ipternational paper extends the warmest, brightest greetings 


ET OTT ee 


of the season. Use Ticonderoga Text for letterpress, offset, gravure or photo-gelatin printing. 


With any process, it gives a distinction you'd expect only in much higher-priced papers! 


In laid and wove finishes, deckle or plain edge. Seven attractive colors, cream white and 


brilliant white. International Paper Company, 220 East 42nd Street, N. Y. 17, N. Y. 


INTERNATIONAL PAPERS 


‘® 


for Printing and Converting 
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; fact that 
Field & Stream is 
first in advertising! 


More advertisers used more space in the last nine months and for 
the past 38 years in Field & Stream than in any other sportsman’s 


magazine—because they buy advertising on facts and figures. 


rrr ertEtl 


Get the F acts & Figures about your prod. 


and the sportsman’s market from Field & Strea 


Not just general information, but reliable and authe 1! 
facts and figures about your product—the market 
habits, ownership, buying intentions, sporting g:0! 
dealer attitude, and a wealth of other facts you can 
to make your advertising dollars produce better res lt 

A complete set of facts and figures about your 
business is available at no cost from any Field & Stra! 
advertising office. 
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New York 


Fred Klaner, Advertising Director, 
Field & Stream Publishing Co., 


515 Madison Avenue, New York 22, N. Y. 


Telephone: PLaza 3-8544 


wy ee er 


Point-of-sale 


Chicago 


or more th 


FIELD & STREAM ADVERTISING OFFICES 


J. Williams Macy, Western Mar., 


Wrigley Building 
Chicago 11, Hlinois 
Telephone: Delaware 8994 


Pacific Coast 
William F. Coleman, 
1038 Henry Building, 
Seattle 1, Washington 
Telephone: Elliot 4315 
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Detroit 

Charles J. Sheppard, Sheppard & Sheppard, 
1963 Penobscot Building, 

Detroit, Michigan 

Telephone: Woodward 2-3080 
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“Reasonable Prices?’ Must Be 
Someone Else, Dealer Admits 


W ASHINGTON—Oldsmobile and 
Hudson were the first of the auto 
kings to face a day of retribution 
before that peculiarly American 
institution—the congressional in- 
vestigating committee. Nervously, 
their factory representatives lis- 
tened as a House trade practices 
subcommittee established the out- 
rages which have been alleged 
against auto dealers. 


By STANLEY E. COHEN, Washington Editor. 


According to the committee, the 
public has been gouged some $750,- 
000,000 in auto trades during seven 
months of 1948, $250,000,000 of it 
in unwanted accessories. 

Industry sources challenged the 
figures, asserting that the dealers 
called before the committee rep- 
resented “isolated cases.” 

A local Oldsmobile dealer ad- 
mitted he offered accessories on a 
“take it or leave it” basis, and that 
his policy wag “to take in a car for 


as little as we can and sell it for as 
much as we can.” Reminded that 
his name led all others in an Olds- 
mobile ad promising “fair and 
reasonable prices,” he answered: 
“I'd say that was meant for some 
other dealer.” 

Like liquor retailers, steel gray 
marketers and builders who have 
already run the _ congressional 
gauntlet, the auto dealers may not 
be guilty of anything more than 
greed. 

The manufacturers, who have 
promised to “look into” these cases, 
look foolish—permitting greedy re- 
tailers to alienate expensive good 
will which may not be easy to re- 
gain in the foreseeable future. 


* * 
Sometimes an industry finds 
itself back in a sellers’ market al- 
most before it realizes it. Take 
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fuel oil suppliers, who have had/! 
things their own way since pre- 
war days. Petroleum industry ex- 
perts here say fuel oil output this 
year is so satisfactory that the na- 
tion is at last out of the “shortage” 
period. In fact, one trade associa- 
tion representative believes fuel oil 
consumers will be able to “pick 
and choose” this winter. 


* + 

Publishers are suddenly realizing 
that “basing point” applies to 
something besides cement and 
steel. In fact, the uncertainty over 
delivered prices appears to involve 
virtually all heavy commodities, 
other than those habitually sold on 
an f.o.b. basis. Some publishing 
industry sources now fear that re- 
cent Supreme Court decisions en- 
danger the zone price systems used 
for newsprint, and in a period of 


wor enths 


The Star 
Delivers 


Media Records 
Retail & General 


In Washington, D. C. 


The Grocery Business 


More Grocery Advertising 
Than Any Other Washington Paper: 


% 


Ist 9 months 


Grocery Lineage 1947 1948 — 

Stor 2,443,021 | 1977309 | 
Paper No. 2 1,937,836 | 1,508,131 " 
Paper No. 3 1,476,142 | 1,102,547 “f 
Paper No. 4 309,170 198,251 4 


The Washington Star 


Evening and Sunday Morning Editions 


Represented Nationally by 
DAN A. CARROLL, 110 E. 42nd St., NYC 17 
THE JOHN E. LUTZCO., Tribune Tower, Chicago 11 


shortage, offer a tempting oppor 
tunity for mills to escape unfavor 
able contracts. 


* ¢ ¢ 

Industrial sugar users tell th 
Agriculture Department that the 
will be using about 10% less sug: 
in 1949. Their reason: A sak 
slump in soft drinks, baked good . 
candy and ice cream. One trad» 
representative frankly admits hi; 
people are pricing themselves ov ' 
of the market. Ironically, it’s th 
same man who told this corres 
pondent two years ago: “If they’ 
only take the price ceiling of , 
there'd be all the butter anyon- 
could eat for 65¢ a pound.” 

* +f 

Lobbyists for major business 
organizations are still finding it 
hard to see through the debris of 
the Nov. 2 election. One of the 
best, however, says it is useless to 
expect effective Republican op- 
position early next session. “It will 
be every Republican for himself,” 
he says, “until something comes 
up to rally the party”. “Our man” 
anticipates higher corporative tax 
rates next year, but he believes 
Congress will resist proposals for 
an excess profits tax. 

Taft-Hartley Act repeal, housing, 
aid to education, broader social se- 
curity will have relatively favor- 
able congressional reception. Less 
certain fate awaits the ambitious 
public health programs being pre- 
pared by Federal Security Admin- 
istrator Oscar Ewing. 

Ewing reports 40% of U.S. 
counties with no hospitals; 40,000,- 
000 persons living in areas with no 
full-time health officer. With state 
and local aid, he wants to attack 
these problems. His most ambitious 
idea, however, concerns “health 
insurance.” He _ says’ voluntary 
plans aid only the “top 10%.” His 
proposals involve compulsory 
health insurance based on payroll 
deduction taxes. 

* * & 

Campaign promises of food price 
control dog the administration. 
With record crops now being har- 
vested, a feeling prevails that food 
prices may at last turn downwards. 


Official policy still calls for 
“stand-by” price and rationing 
controls. But President Truman 


will probably make a strong effort 
to “talk” down prices before re- 
sorting to anything which would 
“rock the boat” at this time. 


Permits Needed for Video 


The Pennsylvania supreme court 
has ruled that taproom operators 
in Pennsylvania must obtain per- 
mits under the state liquor law 
to operate television sets. The per- 
mit, issued with liquor license, 
costs 20% of the license fee, from 
$25 in rural areas to $125 a year 
in Philadelphia. 


Goodrich Promotes Yarnall 


Thomas C. Yarnall has been ap- 
pointed manager of the Detroit 
district of the replacement tire 
sales division of B. F. Goodrich Co.., 
succeeding E. A. Holsten, who has 
resigned. Mr. Yarnall served for 
the past two years as manager ol 
store merchandising, responsible 
for all merchandising programs in 
company owned sales outlets. 


Davey Maps ‘49 Campaign 

Davey Tree Expert Co., Kent, O., 
through Meldrum & Fewsmith, 
Cleveland, has announced its ad- 
vertising plans for 1949. Ads will 
run in Fortune, House Beautiful 
House & Garden, The New Yorker 
and Time from March through 
November with the exception of 
July and August, the peak vaca- 
tion months. 


J G2 
Consultant J . 
TECHNICAL WRITING (733 


Catalogs, Publicity 
Training Manuals 
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How good is your memory? 


This group of strictly amateur golfers was 
photographed just twenty years ago at 
Knollwood Club, Lake Forest, Illinois, on 
the occasion of an annual “Field Day” of 
the Chicago agency with which all of them 
were then connected. 

A photograph taken today of the male 
personnel of this same agency would show a 


group several times as large as this. But many 


<> 


{ Partridge «« Anderson Company 
712 Federal Street - Chicago + Telephone HArrison 7-3732 
Electrotypers - Nickeltypers - Matrix Makers - Stereotypers 


of these faces would be missing. The agency 
business is ever-changing—and twenty years 
is a long time. But now, as then, this agency 
continues to call on the services of 
Partridge and Anderson for electrotypes and 
nickeltypes of top-notch quality. 

If you’d like the left-to-right of these pio- 
neers on North Michigan Avenue and their 


present whereabouts, reverse this page. 
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26 
Lists Italian Publications 
Guida Ricciardi, Milan, Italy, 


has published a supplement list- 
ing all Italian newspapers with 
their column width and basic 
space rates, as well as lists of 
magazines and business papers 
with pertinent information for ad- 
vertisers. Copies may be obtained 
from J. Walter Thompson Co., New 
York, agency in the U. S. for the 
advertising monthly. 


To Sylvester-Meeder 


Sylvester-Meeder Advertising 
Corp., Pasadena, Cal., has been 
appointed to direct the advertis- 
ing of Latisteel, Inc., Pasadena 
and Boston, steel fabricator of 
building units for homes, com- 
mercial and industrial structures. 


Truman ‘Surprise’ | 
Surprises Members 
of New Gadget Club 


Cuicaco—One of the surprises 
of the century, President Truman, 
“greeted” members of the Sur- 
prise-of-the-Month Club last week 
in the form of a black-and-white 
print of the chief executive en- 
closed with their regular Novem- 
ber surprise. 

The Truman “bonus” looked like 
a natural, Aaron Robinson, found- 
er and president of the club, de- 
cided. So the picture went out, 
along with a new cork puller, to 
approximately 1,000 members who 


1200 West Lake Street 
phone TAYlor 4260 
Chicago, Illinois 


have joined 
started two months ago. 

The club, whose operations are 
similar to the merchandising plan 
set up by the Gadget-of-the-Month 
Club in Los Angeles (AA, Aug. 23), 
has used only single-column 80- 


line ads thus far in testing its 
potential appeal. But if the mem- 
bership builds up as Mr. Robinson 
hopes, the club probably will try 
radio and may make some use of 
television. 


s Its small couponed ads have al- 
ready run in the New York Mirror, 
Philadelphia Bulletin, Detroit Free 
Press and Columbus State Journal, 
and in two farm publications, Grit 
and Rural New Yorker, through 
the Phil Gordon Agency. Head- 
lined “It’s Fun, It’s Practical,” the 
test ad urges consumers to “Be the 
first in your community to get 
latest inventions before they are 
placed on the market.” Each sur- 
prise, it adds, “is a practical, help- 
ful, handy, labor-saving device— 
tested and approved for household 
use.” 


the club since it, 


" eC Be act i aes i 


THE LIGHTER SIDE—Starting off on an early game during the SNPA convention in 

St. Petersburg are: A. L. Rawls, Atlanta manager of The Branham Co., publishers’ 

representative; Mark Ethridge, publisher, Louisville Courier-Journal and Times, and 
E. F. Corcoran, executive vice-president of Branham in Chicago. 


Prospects are offered a_ six- 
month trial membership for $1, 
while the club plans to charge 
$3.50 for a full year’s supply of 


News, Advertising, Readership 


Devoted to Building a 
Better Civilization 


DEPTH OF 
PENETRATION 


reaches the foundation 
of buying power 


Merely scratching the surface of a market fails 
to produce the maximum number of sales. Expe- 
rience proves that it is essential to penetrate the 
surface — to reach down into the major interests 
and desires of the men, women, and youth that 
make up a market, in order to realize the full im- 


pact of your advertising. 


By advertising regularly in THE CHRISTIAN SCIENCE MONITOR, 
your sales message penetrates to its true destination with full 
effectiveness, in a market that has much better than average 
buying power for worthwhile goods and services. And in this great 


international daily newspaper, your advertising will get preferred reading 

by these MONITOR families. They turn to its columns daily for product news 

as well as world news. Retailers tell us repeatedly that MONITOR readers 

consistently ask for brands they see nationally advertised in their favorite news- 

paper. May we submit a tailor-made program for your product? —- THE CHRISTIAN 
SCIENCE MONITOR, One, Norway Street, Boston 15, Massachusetts. 


SPEAKING OF DEPTH OF PENETRATION, HERE IS WHAT ONE ADVERTISER 


SAYS: “Every few days some enthusiastic Monitor reader writes in stating that she 


has purchased our product as a direct result of our Monitor advertising... 


such 


response to our advertising is a new and most gratifying experience to us.” 


the CHRISTIAN 


Listen every Tuesday night to 


Branch Offices 


163 /4 Strand 


“THE CHRISTIAN SCIENCE MONITOR VIEWS THE NEWS” 
with Erwin D. Canham, Editor, over the ABC network 


NEW YORK: 500 Fifth Avenue 
CHICAGO: 333 N. Michigan Avenue 
DETROIT: 3-101 General Motors Building 
KANSAS CITY: 1002 Walnut Street 

SAN FRANCISCO: 625 Market Street 

LOS ANGELES: 650 S. Grand Avenue 
SEATTLE: 824 Skinner Building 

PARIS: 56 Faubourg Saint Honore 
LONDON, W.C. 2: Connaught House, 


GENEVA: 28 Rue du Cendrier 


monthly surprises. Like the Gac- 
get-of-the-Month Club, the Rob- 
inson organization offers members 
one month’s free membership for 
each new member enrolled. Mr. 
Robinson’s welcoming letter to 
new members says that “We are 
striving for 1,000,000 members and 
as we progress towards this goal 
you, as a member, will benefit 
through our advanced technical 
and research facilities.” Better and 
more costly inventions will go out 
as the membership increases and 
production costs decline, he pro- 
mises. 

The test ad carries a guarantee 
that the total retail price of the 
gadgets will be greater than the 
membership fee “or your money 
will be refunded.” The November 
invention, manufactured by a West 
Coast firm, is a cork puller that 
will amaze members, Mr. Robinson 
says, because it works down the 
side of the cork, breaks the vacuum 
and withdraws the cork easily. The 
first surprise, in October, was a 
dishrag holder for housewives, a 
small rack equipped with suction 
cups to fasten on or near the sink. 

Mr. Robinson organized Gum 
Gripper, Inc., here in 194l, to 
turn out that product for false 
teeth users. He sold his interest 
in the company two years ago. 


G-E Appoints Brusman 


Herbert M. Brusman, formerly 
personnel consultant of Ebasco 
Services, Inc., has been appointed 
manager of the employe relations 
division of the chemical depart- 
ment of General Electric Co., Pitts- 
field, Mass. 


Nu Kurl Names Lane Agency 


Nu Kurl Corp., New York, has 
named Lane Advertising Agency, 
New York, to handle the promo- 
tion of Nu Kurl, 30-minute pro- 
fessional home permanent wave. 
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and we'll be there 
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FINE OFFSET PRINTING 


The Veritone Co., 57 W. Grand Ave., Chicago 
Telephone Whitehall 5957 
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Boosts Ad Fund 
for New Gibson 


Appliance Lines 


Magazine Ads, Co-op 
Dealer Program Will 
Push ‘49 Sales 


GREENVILLE, Micu.—With new 
production facilities already in use, 
Gibson Refrigerator Co. has ex- 
panded its advertising and sales 
promotion for 1949 on its new lines 
of refrigerators, ranges and home 
freezers. 

The ’49 program calls for full- 
color pages in Better Homes & Gar- 
dens, Country Gentleman, Good 
Housekeeping, Ladies’ Home Jour- 
nal and The Saturday Evening 
Post; a full business paper schedule 
with copy pitched primarily to- 
ward sales training and education, 
and extensive cooperative ad- 
vertising with its 8,000 dealers 
throughout the country. 

Company plans for next year’s 
advertising and promotion were 
explained recently at the Gibson 
distributors’ convention in Grand 
Rapids, attended by 375 manage- 
ment personnel of distributor com- 
panies. New products shown the 
group include six new refrigerator 
models, four new electric ranges 
and two new home freezers. To 
turn these appliances out in in- 
creasing numbers next year, Gib- 
son has added new conveyorized 
production and assembly facili- 
ties, new porcelain enameling fur- 
naces, and new warehousing space 
at its Belding and Greenville fac- 
tories. 


® Gibson sales exceeded $22,000,- 
000 last year and estimates of °48 
sales are far ahead of that figure, 
company officials say. While no 
budget was announced for the ’49 
advertising and promotional cam- 
paign, the figure has been boosted 
considerably above this year’s 
amount. 

Innovations in policy for ’49 mer- 
chandising of the three lines in- 
clude national pricing, with uni- 
form prices on the various models, 
and the use of informative labels 
on all Gibson products. Heretofore, 
there had been a much wider range 
of prices set by various distributors 
and Gibson retailers throughout 
the country. 

Complete retailer sales kits on 
each of the three lines were pre- 
sented to distributors by G. V. 
Drumm, advertising and sales pro- 
motion manager, and all promo- 
tional material repeated the con- 
vention theme, “Selling Gibson 
Makes Dollars and Sense.” Simu- 
lated gold pocket pieces carried this 
theme as well as a teaser line used 
in trade publication copy aimed at 
dealers, “There’s Gold in Gibson 
in ’49!” All promotional material is 
to be used by distributors in sep- 
arate meetings with dealers in the 
wake of the Grand Rapids session. 


@ Magazine copy promoting the 
new refrigerators will feature 
“Cold Modulation,” which, con- 
sumers are told, is “just the blend 
of cold and moisture” needed by 
the foods usually kept in the Gib- 
son-originated Freez’r locker and 
Fresh’ner locker. Gibson claims to 
have designed the first wall-to- 
wall freezer locker, years ago, and 
has maintained this feature ever 
since. 

New Kookall range copy features 
“Ups-a-Daisy” automatic electric 
cooking, with four surface cooking 
units and a deep-well cooker which 
may be used by lowering the large 
back unit. Gibson, with the oldest 
family-run management in the 
refrigerator industry, entered the 
range field in 1940. It brought out 
the first upright home freezer in 
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the industry two years ago, pro- 
moting it in Post pages. The ’49 CALL FOR 
program is expected to include 


color pages frveacn of ve ree! = DMILIP MORRIS ie 


the other two Gibson products. P . re => 
Cooperative advertising provides America’s Finest Cigarette Dy} , 

for local newspaper space, outdoor . ; 

posters, radio programs and spots, 

movie shorts, dealer identification CALL FOR 


end direct aati: Met procts, Tatie MAXWELL 


scripts, catalogs, folders and other 


direct mail and display pieces are For “HIGH-SPOTS” 
included in the sales kits. - 
W. W. Garrison & Co., Chicago, Outdoor Advertising 
handles the Gibson account. CALL 
To Advertising House THE R. C. MAXWELL co. 
Beltx Corp., St. Louis, has placed ATLANTIC CITY 


its advertising with Advertising 
House, Inc., New York. 


How to Get More Sales and 


Profits from Every Advertising Dollar You Invest 


Stop Your Advertising Waste... Step Ahead of Competition 


Do Your Ads Rate 20%... 50%...90% or What? Get Selling Power Ratings 
on 5 ads plus The Famous Townsend Evaluation Manual...... $35.00 


GOOD NEWS... Research has identified the 27 basic Oversight is the thief of sales and profits in advertising. 


selling elements which cause your advertisements to succeed The Townsend Method prevents oversight. Gives you a 
when included . . . or fail when omitted— quick, easy check-list of the 27 most powerful selling 


' inciples—identified by 23 years research, at a cost of 
The Selling Power Ratings show you exactly which of the 27 one 00,000. y y 


selling elements are included or omitted. The Evaluation 
Manual defines, explains and illustrates each element. 


With the Selling Power Ratings and Manual in front of you, 
you see quickly why your ad rates 20%—50%—90% or 
what, and how to include the missing selling elements . 
before publication. We work equally well from photostats of 
layout and typewritten copy. 


REMEMBER ... “The best advertisement in a magazine 
is something like 5 times as effective as the average adver- 
tisement, and 14 times as effective as the poorest.’’ ... 
Young & Rubicam. 

Townsend Selling Power Ratings show you which is 


which . . . before publication. TOWNSEND METHODS, INC. 


TRUE... “Success or failure is determined by the night #2 SSS Sees ee eee Re Ree Eee 


More than 100 million dollars of advertising . . . magazine, 
radio, newspaper, outdoor, car cards . . . is keyed to main 
appeals and pre-checked for Selling Power by the scientific, 
waste-stopping, sales-producing Townsend Method. 


More products that lead in volume of sales are advertised 
by the Townsend Method than any other pre-rating method. 
No other method can make this statement. 


To eliminate oversight, stop waste and worry, step up sales 
and out-sell competition, send today for your 5 Ratings 
and Townsend Evaluation Manual. Just fill out the request 
form below. 


or wrong appeal.” . . . Claude Hopkins. = Townsend Methods, Inc. 
The Townsend Method gives you the only scientific, s Rating Service Division 
analytical method in existence for choosing the right— , 176 West Adams Street, Chicago 3, Illinois 
manne ae ee weeny appa . . . Laws cee : We accept your offer. Send Evaluation Manual and Selling 
THINK ... “It is not what you know—it is what you re- - Power Ratings on attached advertisements. Balance to follow. 
member to use. . . that sells."—W. S. Townsend. 4 We will pay your invoice for $35.00 upon receipt. 
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What in the World 


interests Businessmen? 


More than 350,000 are interested every week in reading 


U.S.News & World Report because it contains useful news. 


Here are the results of a mail survey made under the letterhead 
of a research organization and sent to a diversified group of the 
largest business concerns in the country. These are men of 


decision — men of vision — men with the authority to act. 


This particular group included ov/y Board Chairmen and 
Presidents of the Class I Railroads, large Steamship Companies, 
Airlines, very large Insurance Companies, Banks with capital 
and surplus of over 2 million and Manufacturers other than the 


Needle Trades with Dun & Bradstreet ratings of over 1 million. 


s Bets Oa hg ee oe igi Rsk: hie a a Ene a re : ia ie " a : ; qu oo sie, te: 
ne ne ae ise . ES ee ea se "" aay ae ee ee ee re A og — a ee i‘ ie rue 3 Pa a! ee a est pom 
NS is) a ie ee, Ms. ae ee ry eee ee See ee ee eee i See ee AG Rees i. i or es, kee it ee, Sakae a =a en : 
meen ie eae — Pe. aiiak ie eer wee Se ge EN ill OR ce age ee |. ee ay? a8 Earl a ass ft aie ey Ve oy 8, a Se ores ee a Gee” ee 
‘ et aaa Ace Re . ences ‘ Tienes ay Nie a Md Be he eae oe a ei Ts aoe : ne @ Ree Fi ai he ; Re aes a pa sina 3 epee 4 
saat ot re Breer ic aes SS ae ieee ae gw Ee ee ior ae ia. ete = ; be ate Ed: Ss ae : é ito de ‘ : 
- 
. at ne am ahd Tig ae ate Di eres = = ; ee ee = * ee: 
a 4 : 
e ; Mea 1655 i f B : tee pe ee tek x Pr ere a) eo rk bir aeons” 
=, ios SUN le r.. aw Se ae paean: © . ae : oe sing 
ee lili vv a | si 
eee oh) 1] (es oso ae ae Pe oe 4p s ‘i saci pease ee er eee NG Pa eNO te eM Eee er 
Dt ae foe en se: le ee ME Neo Sf Rye idm gala ee ) as: hoe j i oat ei oe ier a co a : ee eee Sagal 
: aes: ipsa Os se eS ee es Pee aS ee ae aa Ss a Cee. ee 5 al a ei ia 
ok. Sea * ea ce ee aS ae Ries rene Oe See ee ao i es Pe eae ae, ve Fay "s “ > ee . i. ae Dee Me ag ig ye hohe ete 
- pew Se” By ore ac Si ae CBS soe ee Bes a ets ig = ee : ‘ ie oi mr . Bs, ict ee act ta Be eas Ct eae F : eee Bg hast ogha el Leal : 
‘* 2 aren a ) a ee bio 0 ee Se eee me ay Dirge tie q ae ihe S ty ee ee meee b, ae} i i ee i eee ray : ee 
: + es wy Seabed Poe Bo gl NP ea nee ae ae) eee ears.” “7 ne ee es ee ee AP ieee #7. ee 
lon eee ai i a Oe : ee 2) Mier Sega, ae igen: ‘ ete oleate. Ss ere Ee i are ee le : planer 
* ’ ce " ee ; ite ah pie aioe ae pe zi ene : es bs eas feo is pal ia we ve 3 , ise eee ae ES raha ves Bie ag = ? Pe bok cere a or oe eos eos a : See by ane. gine = : 
ar aaa ge aa ae aor a pa Tall as Sa ne = fen Sie. pe ie ene bias St Fe gia Brea te ee yk aes Se. ea et ey : eae 5) tate ee : ene so ae «- i ee el oe ips yo 
» or eee Lr a Bis i = leer: Peek: * ai cori ae x fe ae CG bays e2 re aE a il de ati i lee alee - a Ae 5: ae " ; ane te &: 
Bi Saigo, ty cor ee a 2 ee oa ey a a > eo eo Sali Me dts a S Tee eee Ce eee P ee ect Oe eee wr a ee en cs oS Pe ae eo aeae ae — ao. ane 
Pier 8 le ee eS Sa ee 5 eee eee em a a a ee ee ak pi Rita, + kgs See cake oe noe eee ao Ph = ee ve cn (REIT Se ocean tre ea ee “a ees 
Sal . ; ie iia 
bie ars = . ee. : 
=” a on glee 7 . ; cana 
- 4, a . fl Gi ae 
ab oe EY ae ee 
: hare ee er asad 
Rees a Bins ee A nT hae 
a eee ee ghee ely 
; = a ee ae 
‘ 2 Loe ie Sate mee j 
on Leak. ee ye Srey pees 
aS a ; 
7 & sf ‘ : 
‘ : : 
— 
: : { 
i : 
Bye ; : | 
r ‘ ; 4 
: ’ 
- ret sles Sih | ee a 
Rat fe Aer a aae ey gt Sere. 
ay ets ee ee aa * Wg 
. Ug = i I ig a. <a 
Pie rN (aa =e 
ips eee Gras ae ae 7 : 
, : our, af 
: a 
an t 7 ‘ 
a ba a : 
Sy eee : 
a, io icc cane Sai 
ie wil 3 ‘ha 
= e Tesh Bo nS 
! Nes ve > 4 
: meee, ‘ I a A A AE RTE SESE A OTD NONE LTE YRS TONE ME A NER RN RAEN I TDS TO 4 os ven 
pea 7” {ORC 
; a Ty ee 
er Oo) ae eee a 
es ea alae: 
+ Teer Di meerea tt)? ee 
a i) “hy ¥ 
. 
ny 7 4 ee 7 - 
7 ; 
. : = 7 
ae a * 
cet ele 
. ioe ee 
ive aa = me Pera et 
Be ss ae a i as ena 
pa ee, Be A sy ade ae el 
, ». oe toa Me cee 2 
: > heiseiee-s a Oe. 
ial a a ee 
mre , ; Fs oe Cay aes 
- ox 7 ga 
" 4 7 cm 
7 is 4 
‘ : 
oo. : 
, 7 
a 
(enh oat ee eee 
Gee [hee mee ee 
‘ By ee as 
sr re wes cat Ae iy 
tees eee : a, 
” ae bear Meg i, Tare ai 
eae | ae a ar te ae 
MPA es See ORE eis kaa # 
Oe ee caer Oe 
: ; Ne See or ee 4 
‘ , > See ae 4 i. 4 
: . ae : Prep or s is iy a ge 
Mere $' ie? sy 
5 ine a) kee, - 
i " soils Sats as Eg i 
7 Cre ii ede re to ee 
4 age Pag ae ie Poke cee 
She it eee 2 oe eae bi 
et! eae So ae 
Ce eae ae = gael 
‘ as en eee ; oe 
3 — er He an A a an 7, 
Fe ce eet Se oe G 
ch ee? ae ee 
PE eam aoe! yt 5 Rupe 
25 ee rats ete Oia. 
| BS dst ks speenak ON Sey. ar, 
‘ Beas te RN ‘ Lon ec 
2a are ps we pict We 
é yo i ii nd a | ee: P 
be ie ake on ape bare 
ne rae Peng 2k ea 
; ) te 
j 
. 7 ; =i ee Oe h 
™ cong i | 
; a nt 
~ wie 
» ee ot at ey ag pate : Bs 
ee fc) See Rabe ook 7 2 
cis i le Beato 5 eal 
eke ih Ses span aie: 
hoi «sige Pec ola 
; ee ee font i mats ea : 
ete have eee Tere he ee ah { 
FEN at 0) 
jog gee Po el Tea eas ee co 
eh are Pen Paes pie" | 
j ; oe Temes ae We et Br 
| aa a 
5 é a ae oe en ee 
¥ ES SFE 4 SR ae eae : 
se ee a cn we eats 
OF ee ae eee ae 
; re i Pe er ess 
hy : : Se eat , : 
_ Seis ee | 
: Per Si . 
' pic wee eT 4 tae : 
i; conan . ak Sue. 
; : = e Bea 0 tle | 
ttn : ra we, a 
: a é ‘4 aes ay 
: ot ; : sey: 
bs Fakb tye 4 »: : 4 
: 24 Be Eos 2 : a seine cee 
’ ea Se oh dey Ae ae ae 
Ne Se eames a Oe 
b Pere Oe peeiL pe Re 
: ; her's wae a Oat Ape. 
= : iy a ete ea ae Drees 
i ' ., aera ae ae en 
; : ioeran ah 
: Pee ee ee = ; Bats 
ieee ine PE ee 
; eee ra ae ak i oe ee 
: 1B idee eae aaa Lo rth cal 
— eT hk ae a Cae ee ba) eat ED 
: cin a jeonien tee 
7 Dome hag Cie aaey 
. ee ae ee ah 
fe : Ss isuen one fee eee eit he 
“ TTA. CE of et Se 
sf Se is eee re alee ae 
. eh ii pene ieee ae Be Oy Caro 
ia , Saba “ai PN, oe 
Be ee Ma ee te. 
; ee Don ae eer ig eT * aren sie 3 : Sas 2 iM ; i ee « ws Bie gee re hee Ee ae Ee en ae ee Se Foe ee De BE nos ATS Ree i So) a ee 
‘ ; ie ea Ee ah Es a ae UG ari ii taal Sng i ia er et ek beeing. Meee on Se a Rae ete OA ae ee ee me Cee Ne or Phew ire erty ee Ie Ge ees 
Bishi tal 00) Fe SD eae er a aie CRE eae: o SNR ana OTE De gS ON el ge bauer hora Fa Sigh neg ae eee eae ae bi tT oer aa ee cae SAO et Bite ae ai a RRR OS ae ee en PR A Te De Mee Rm ee ts oe EE Re ee ce eae eal oe it Sepa cet 
vesieen 2 Soe Bey i ee i ame ete Ae Ph, aN Wa aad oa te as te TUNE ey Na Ak ASN) een ie i SMe ta are Rik eee een Bre ee NTRS Bis El 50) Sa AD eels ed lint a aioe es) a (0 beg ela a aie ano ae 
Sole mire eager ela ac tog 8 ics rag SN oa an ey aN) OLR Ed Pia eel a, IA Eel eae NERA ge Soe SM aa ih UNS Mae co eet eta), Me og oa La eee ce eRe Be OY We acne gna nt ca ee naa Ro ae Sane ee 
; a renee oh Sit ae TA Neate aye eae ; eo ey ees le, ORAM 2 ee pon ney Pyaar ein: eral og atts Pome! ees. 1s Sea oe 0 ae ee a Mika he, J Mek Me ee a Ay te ree Se Fal yess ge Mie Sera ees Ae ea SS eT BE eee 
Br PU peeae ld fm 2G erat ium: Gi) Met ihe ene a Cm eae ae ae Wiel hate SRNR ge tha yt Sg Ie! Kell icte hire ENT BE Th ging tag) 2 mate Mir og el arf ex ey Bre OREN ets etic. Page| a, rh eee eyes SRR rh alee, ame sige Far Ori eee ar SE Dei EE WN, Ms agit tie ates ae gr ay ie oe Tage) > a a ae 
2 Fi pe eat gncioy Dare Lie te Ge Sent a gegen lee "a in aie a a No Dena tu Sele eE oaks ee re cote ea ae oS feline sap ag Meret Oe eas Rune se Miner See ce eCopt ey ere ER wes ete em ae MM NSN tel an VaR. kay ore NIK en ae SBE Trek ee Ne 
ic ale RE i A NES Aah 2a age aimee Ps eral age Nm Rae APE Sa NAY ee LOREEN AIDEN A wae ee Ealig te ha ye Senne ate NUE Neen Se ml gl, eee Na VR Mauna cca een omen rg Dla eee Tecate RE ae nee. eae My RCN gM Nir 
a, Le ee EISSN, me eed oe pases ; 2 Ge et See hae eee ean ea Mae OS aie | ey a oat ae et ake ey ee GY 9 Po ye RES SiR ce gen ee i Got a eee on eee, 
: i arse a ye ae oe ee, onan ae meas ar nee Ree aac Pe Lah Re Dye a Lae reer 6 a a ee a! re ne Pe ei anes eS 
a Gah, (oF eaicas tia aalne SG ae ay ee aint ee 
x 
PAG eet py? oe Be ue A Us WP Rl MR ie NR ele eet, Fa Las | ae a oP oe 8 ere de gin td, eee 
. ina! Ae. ito m ae Cae phage ame eB Mere eS ee Gee ote pte ae yee a ee es Seibel 8 te ane 
, a Nai eae eke ie a i ig ee eta A eg ee rR a ek ; 
* io Meares ail oie aaa rae Mca abc WG cn plone or ie ce haan tag Cal eNO Wea ES ges i ies EN SNL a ca a I. BE 9 ol Sip tare aca ay Pa i ee eee Sere hes elke ales webs eta oma ea pe: 
Fo ee eA oe ’ 28 oe Se hee een | te ee al een Vgo Naty feo " at Petes: CE oe Pa arn, OO irs Rea 0 oF atta G's genie ah. Ps el eee Rn gs Or a rr 
; - z : f - PY ay Se s : ae : « t oe ee Soa soe ? tenes ae Nera eae Bf ie eg n tt “ os : Ay leg On) ee | a ene Aas cen Bale > eee Wa eer me Re Rees Onna: a 
= Dieting ae ED Se ee fe cones Vink), eae aa ae ice ales cooley Gat EN Ea ee Oe aay mr ee od Noahs enn end Dee iC bes hee oir ae ei Ge a eh ih tena re pane’. ieee Bt ers pte rt aes oe Pe ew) Piste he oe j Ney cinta! pod 
- Pi TR ag tee SG ae irate or hy ere ea, Sate WO ea ag ig SIE VR Si ie Del cr ee ae le ne Re ico enone ee Ae ge Ug eae ant ieee ee eras glee Ks ee ee Mies Oa oe aie hee a eee [teeta Gea sor, UR at cle Se, 
; pete So te Oe SEN eae Soe is pegs ee acne Pi eae Gane ee Tet Wary ie Pee te Ware ea hae Mia Maar ans ae Tee Ae apecen roar eae Ss Leper errata ey Sens 6 ak hee ea: Chae a aan i a clea | ae 
mia ee pe: igh ha i ee ha Te Ree eel ee Se eee rar Rode kat ee oa ee Ta 9 Costa a eee, Wie Me i Ah Tica Red har AS aS fe ORS ERA. Bar Bal MR Ag eI Ae A ghee y gfy ta eh Reig ee WRENN Cs Cele torte I RCNA eg) IE rang tel TSA Cate meee, 
: ee Co a é We et pe = a eae TomeMeran 2h E Re Liaw) ee yhgee ns a eal bhi, aE ee Moers MRA ee oe pte ray i a ae ew et ere Ree, ee Sa Eu ee Mn nae Ee Raho en Cones men ee . | 
BS ed het Belen a et eee UNE Ma AAS Seagate ON YE ee ty tear pon Mee ey OD ee AO Rh La eM etiay SO er Eee aie Ne Ne Tlie Pa ay Pe ites ei ey eae Oe baer trees eke de Renu: yma, ine ee mena ma te oy Ee geen ai) Stern os alate RAMs act 
4 . SS en ae a CE Oates SOI Bites ceria, Pelt aid We. a ek aie ie SoS Te ue NR Ler nell Nee ie ine aM es er oleae ca iad eee Glee Oy OM oaey St, o> oe on ee po Te crak Ee Mtg COM thts e aenk Gud TRG, ang. ek ae BS. 
4 ae pe oie uae el bare eH ceo 1 A soi Face EWG Corea phy Sine, eens Brg Pag eg am oe P| a Ege eo ay pep ae eee ale ee” EL Cee ee eee aa Mae emcee are Paes PE eae re Pee eee See feta ene mt gee ort 
‘s NIG gE RRESIE ye Be eee ae) Rca Ua nage NCR crue De tea DST et get aera as leon Na CE ASAD NI PC oe pfs Ee eee EN ST gee erie tan esha Fat ge ee See, a Pa aha 7 to See eer dea erame heh ge 
: . = <P) ati oo tee mkt lags Bs te aie et 7 Behe ee ree a ee eh) Se Tee ppt Sieh et te MS eh Mn i gc og ear bt 3 DC Le eke, Re eo BEA reonahiie 1:2 ia eas he ie ee f Te tt Pe Di ee es 
i a re Se de Rens ele Nga ai sla ire he a a eI th ae a eae oak andy ale Ciuc A Ate a): AM A ROT ah! Sed pees oats ah met. 
: a is e a a 7 A a ee ens ee Se Se ge gy eae ay ES Se Ce eT eee aa ae, 
{i cia es ee Phe ek: As 2 Oe re eae ee Feet he : Eee | ‘ tre oe erg ‘ : ; = ~ ee ee ae pazis Peg ever MA, ee 5 : “i j at <- les 
— eee see rk Lebtih t yor eae lei LORE a ee Utes Green ao Papas ee ee ae Sue ae oem ‘as lig wey a - gs ; s i ie re eR Ast la >. h = a = 4 ‘ wee 
fi : ee gee 3 tert. i c toro. ‘ ) ¢ ‘ ‘ 
: 
vA . 
i 
ve o 
ae pact ch Se eae mai | ERAS Vor Bee ae ae eee th ; SA TES eat cre Mie tna? UEP ght hes teh Se eae NEY Le SNE pat ENT a ee RRS er ge ELE oy Re gs eT ag ee ey ee Ne ee Soa i i Reds ee iain ee 
Bae? Sy : es e : ms iat , ss gs ey Zs SD eae marcia he * ct Sarg weiter, ae ne PME FS Mone 8 Mel Mgr ii, Be Bas 


THIS IS HOW THESE TOP MANAGEMENT MEN VOTED: 
MAGAZINE PERCENT 
U.S.News & World Report .“Most Useful” 338.9% 
Magazine B .....- - ~ “Most Useful” 23.5% 
Magazine C - “Most Useful’ 19.8% 
Magazine D - “Most Useful’ 12.1% 
Magazine E } - “Most Useful” 3.8% 
Magazine F - “Most Useful’’ 1.9% 


100.07" 


The reason for this overwhelming “most useful” vote for 


U.S.NEWS & WORLD REPORT is entirely understandable. For 
here is the one and only magazine in the entire country that devotes 
all of its content to reporting and analyzing the important national 
and international news as /t affects individual and business planning. 


There is no other magazine that: renders a comparable service. 


The answer to the question “What in the world interests business- 


men?” is simple, explicit and incontrovertible. 


It is the news as presented in U.'S.NEWS & WORLD REPORT 
—the only weekly that has quadrupled its circulation since 1939 


(an increase of 75% since V-J Day). 


%* Complete survey sent to Advertisers and 
Agency Executives on request. 


oe USEFUL NEWS” FOR IMPORTANT PEOPLE. re 


(K nowledge is at ) 
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Co-op League 
Stresses Need 
of PR Expansion 


Mrinneapouis — A hard hitting 
program of public relations to 
carry “the real story of coopera- 
tives” to millions of people was 
outlined to delegates at the 16th 
biennial congress of the Coopera- 
tive League of the United States 
here Nov. 9-11. 

Speaking on cooperatives’ pub- 
lic relations, Harry Culbreth, Farm 
Bureau Insurance Companies, Col- 
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umbus, O., said both farmers and 
city people “cannot understand 
why the price they pay for their 
supplies includes such a big cost 
for distribution.” 


@ Such a program could explain 
cooperatives’ dealings with the 
various phases of the distribution 
process and furnish examples 
showing how cooperatives have 
lowered cost, benefiting both pro- 
ducers and consumers. One oppor- 
tunity for support offered the pub- 
lic would be the implementing of 
the Marketing and Purchasing Act 
of 1946 which provided for govern- 
ment study of methods and costs 
of distribution, he said. 

He said that “middlemen” fought 
the passage of this act while co- 
operatives wanted the fullest pos- 
sible development of the facts. 
“The middlemen seem to fear that 
if people had more facts more of 
them might join with those in co- 
operatives to reduce distribution 
costs. Cooperatives need the pub- 
lic’s support on this issue in Con- 
gress.” ™ 


Other public relations oppor- 
tunities on the legislative front, 
he said, include a _ continuation 
of the House small business com- 
mittee under new leadership, 
strengthening of anti-trust acti- 
vities of the Justice Department, 
revelation by Congress of the sour- 
ces of National Tax Equality As- 
sociation’s financial support, and 
extension of the Reciprocal Trade 
Agreements Act as one means of 
removing barriers to international 
trade. 


ws In terms of united efforts to re- 
duce the cost of distribution, the 
league’s public relations program 
could help both farmers and non- 
farmers more fully to understand 
the basic purpose of cooperatives, 
Mr. Culbreth observed. He recom- 
mended the development of a field 
force for the league to test out its 
PR program in actual operations; 
the initiation of special public re- 
lations conferences for cooperative 
leaders, church, labor and credit 
union and other groups; the co- 
ordination by the league of testi- 


FELICITATIONS—Herman Bartel receives congratulations on his appointment as art 

director of The American Home from Editor Jean Austin at the magazine’s annual 

sales meeting. On the left is Publisher W. H. “Doc” Eaton, and at right, Warren 
Agry, advertising manager. 


mony of non-farm organizations 
before the committees of Congress 
on co-op issues; and the develop- 
ment of a priority for the league’s 
use of information media to in- 
clude a league national magazine, 
news releases, advertising, radio 
commentators, etc. 


Millions see 


TRUMAN election 


on ABC Television! 


For the first time in history, a presidential election 


on network television! Millions of Americans 


WALTER WINCHELL, 
radio’s top-rating newsman, 
made his television debut 
Election Night on ABC-TV. 


in 8 major cities saw all the thrills, the drama, 


the color of Election Night right in their own homes 

...on ABC Television! From New York on ABC’s Eastern 
network (New York, Philadelphia, Washington, 

Baltimore), a staff of 25 top ABC commentators reported, 
analyzed, interpreted the results as they poured in. 


And from Chicago, ABC gave viewers in Milwaukee, Detroit, 


Cleveland and Chicago an equally 


extensive and exciting report on the 


nation’s most important peacetime election! 


ABC ACQUIRES LARGEST 
SOUND STAGE IN HOLLYWOOD! 


For its Hollywood Television Center, ABC has pur- 
chased the famous 20-acre Vitagraph motion picture 
lot, with its gigantic sound stage, Hollywood’s largest. 
Already being remodeled for television, the property 
soon will be the headquarters for ABC’s television 
network on the West Coast. KECA-TV (Los Angeles) 
and KGO-TV (San Francisco) will both be on the 


air soon! 


ABC:stv 


DREW PEARSON 
was on hand throughout 
the evening with his 
astute predictions. 


DR. GEORGE 
GALLUP, 
noted public 
opinion expert, 
analyzed election 
trends during the 
momentous eve 
ning. 


ELMER DAVIS 

(above) George Sokol- 
sky, Erwin D. Canhan, 
George Hicks, Earl 
Godwin and others re- 
ported from all over 
the nation on ABC 


Television. 


ADVERTISERS: Have you heard 
ABC’s complete television story? 


Have you heard, for example, about the 
smash premiéres of WXYZ-TV in Detroit... 
WENR.-TV in Chicago? About ABC’s huge 
new television center in New York? About 
ABC’s growing list of network television 
sponsors? All are indications of the speed and 


the scope of ABC’s remarkably 


rapid growth 


in television. You owe it to yourself to get 
ALL the latest facts about television. Won’t 
you call us (at no obligation to you, of 
course) and let us tell you the whole story? 


The Living Image of America 


American Broadcasting Company 


League President Murray D. 
Lincoln, also president of CARE, 
asserted that the march of concen- 
tration in business continues up- 
ward —“more than 2,450 corpora- 
tions absorbed by competing in- 
dustries since 1940 holding assets 
of over $5 billion dollars, or more 
than 5% of total assets of all man- 
ufacturing corporations in the 
country.” 


s In the case of mergers, he said, 
no law from the Clayton through 
the Sherman acts down to the pres- 
ent has proved capable of restoring 
competitive free enterprise. 

Mr. Lincoln predicted that the 
establishment of cooperatives by 
labor union members will do more 
to cement social and economic 
bonds between farmers and labor 
than will the talk and desires of all 
the liberals in the land. 

He proposed that an agency be 
established for testing present co- 
operative products and develop- 
ment of new approaches to busi- 
ness enterprise in the interests of 
patrons. “There is no doubt that 
a marketing, laboratory, statistical 
and managerial research institu- 
tion, trading and developing ideas 
of all regional cooperatives, would 
soon prove a boon to our mutual 
interests,” he added. 


a Reporting to the biennial ses- 
sion at Nicollet hotel, Secretary 
Jerry Voorhis, former congress- 
man from California, and his as- 
sistant, Wallace J. Campbell, 
Washington, told the group about 
league public relations programs 
during the past two years which 
included general publicity, news 
services, films, literature, tours and 
international relations. 

Indicating the growing force that 
the co-op movement is making 
upon the nation were figures like 
these: Seven network radio pro- 
grams; news material to 1,300 gen- 
eral publications; later reduced to 
Cooperative News Service releases 
to 70 cooperative publications; pro- 
duction and distribution of 10 mo- 
tion pictures on the co-op move- 
ment; distribution of more than 
2,000,000 books, pamphlets, and 
leaflets in the past 23 months and 
publication of 17 new books, 23 
pamphlets and 22 leaflets by the 
league. 


To Anderson, Davis & Platte 


Irene S. McCallum and Alex- 
ander V. Mohtares, formerly with 
Georg Jensen, Inc., New York, 
have joined Anderson, Davis & 
Platte, New York, as director of 
publicity and assistant art director, 
respectively. 


Goes to Standard Measure 


Casket and Sunnyside, published 
monthly by The Casket, Inc., New 
York, goes to standard measure 
beginning in January. Present size 
plates will be accepted for the 
December issues. The new type 
page size will be 7” by 10”. 


Names Stephen Goerl Agency 

United Board & Carton Corp., 
New York, has named Stephen 
Goerl Associates, Inc., New York, 
to handle the advertising of its 
foil carton division. 
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Outdoor Ad Need 
Must Be Locally 
Sold, Davis Says 


Mempuis—Cooperative advertis- 
ing in the outdoor field was offered 
as an important part of national 
promotion if the medium will back 
jt more aggressively, the Outdoor 


Outdoor Meeting 


Advertising Association of Am- 
erica was told by Kenneth R. 
Davis, advertising manager of 
Bendix Home Appliances, Inc., 
South Bend, Ind. 

“Cooperative advertising can be 
a big source of revenue to you and 
the industry,” Mr. Davis said, “but 
the extent of the revenue does not 
depend on OAI nor on the manu- 
facturers. In 1947 Bendix did $3,- 
500,000 worth of co-op advertising, 
of which the outdoor medium ob- 
tained about 10%. Last year 61 out 
of 79 of our Bendix distributors 
used outdoor, but only 27 to any 
extent. 

“Some territories did an excel- 
lent job. One used a six-months’ 
showing in 72 towns, but in many 
territories it was a case of a dealer 
here and there who wanted it. The 
distributor and most of the dealers 
had not been sold. Co-op programs 
require real local selling on your 
part if any kind of showing is to 
be expected in your territory.” 

The Bendix executive explained 
the job of creating store traffic 
and bringing people in to see dem- 
onstrations of the Bendix auto- 
matic washing machine. 

“As an example of what Bendix 
is doing to build store traffic,” he 
said, “we recently advertised in 
magazines and newspapers, offer- 
ing a free Cannon bath towel to 
every woman who went to a 
dealer’s store and sat through a 
demonstration. One and a quarter 
million towels were given away 
in four weeks. 

“If half of these people turn 
out to be good prospects, it cer- 
tainly will give our dealers some- 
thing to work on——600,000 people. 
That happens to represent the 
number of washers Bendix sold all 
last year, which was an all-time 
record for the washing machine 
industry. But without good retail 
salesmen, prospects can easily be 
lost to a competitor, so we see to it 
that dealer salesmen are trained. 
Within a month or two we will 
have 25,600 salesmen who have 
been trained under factory direc- 
tion.” 


Rumford Names Schneider 


Carl R. Schneider, formerly as- 
sistant to the president of Brown 
& Bigelow and president of the 
Cc. R. Schneider Co., has been 
named vice-president of the Rum- 
ford Press, Concord, N. H. He will 
have charge of the development 
and sales of the Count Rumford 
calendar, greeting card and special 
paper division. 


BEST 


ADVERTISING BUY 
\N THE DIESEL FIELD 
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Advertising Age, November 22, 1948 


Two Appoint Wright 
The San Francisco office of 


Frank Wright National Co. has| 
been appointed to direct the ad-| 


vertising of Market Laundry Co., 
Oakland. Newspapers, supple- 
mented by direct mail and other 
media, will be used. The agency’s 
Los Angeles office has been named 
by Merit Food Products Co., maker 
of Big Champ and Cherry O Kay 
candy bars. Newspapers, radio and 
trade publications will be used. 


Appoints Fred Shacter 


Fred Shacter, formerly a mem- 
ber of the executive staff of 
Hirshon-Garfield, Inc., has been 
appointed advertising and sales 
promotion manager of Traub-Ly- 
ons-Oppenheim, Inc., New York, 
converter of rayons and cottons 
for men’s sportswear and pajamas. 


will do your selling job 


/ More Efficiently 
y Less Expensively 


REPLY-O LETTERS 


Al 


The Reply Is ;” 
In the LETTER 


NATIONAL ADVERTISERS SAY: 


"On parallel test - ‘Results of Reply-O Letter 
Reply-O vs. regular Direct Mail to business and 
letter — Reply-O let- professional men — 96,000 
ter gave us 26% more Reply-O Letters; 25,700 re- 
on a $3.50 offer."’ plies; $17,843,000 volume 
Robert Stone, Vice of new business.’ 

President The Notional George Kelley, Director of 
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Is Se ee AY 
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Research Bureau Soles Publications New York 
life Insurance Company 


THE REPLY-O PRODUCTS CO. « 150 W. 22nd ST. « NEW YORK 11, N.Y. 


Glen Kircher, Harrisonville, Missouri 


* 
wich wie eis i a 


Glen Kircher has used the Missouri Ruralist 
exclusively for over ten years in advertis- 
ing his purebred, registered Guernsey dairy 
cows. Missouri Ruralist advertising has sold 
cows for him in every section of Missouri. 
Mr. Kircher’s herd was started from three 
heifers 22 years ago as a vocational agri- 
culture project. It now consists of 120 high 
producing, registered Guernseys. : 
When Missouri livestock raisers, like Mr. 
Kircher, choose an advertising medium, 
they PREFER 


Missouri advertisers who know the Mis- 
souri farm market best, prefer Missouri 
Ruralist 11 to 1, as shown by 1947 fig- 
ures from Publishers Information Bu- 
reau. These men, in advertising their 
livestock to fellow Missourians, natur- 
ally choose the medium that exerts the 
greatest influence on their own 


buying habits. 


DISPLAY LIVESTOCK ADV. 1947 
No. 1—MDissouri Ruralist . . . . 


No. 2—A weekly Farm Newspaper . 
From Publishers Information Bureau 


42,115 lines 
3,915 lines 


<q 


MISSOURI RURALIST © EDITORIAL OFFICE © FAYETTE 


ee ee 


Business Office, Topeka, Kansas 


It is an editorial policy, specifically 
geared to Missouri agriculture, a policy 
that analyzes, not merely reports on 
farm events, that has built this over- 
whelming acceptance. The result is a 
state farm paper of unequaled prestige 
engendered through nearly 90 years of 
Missouri distribution. 
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etail. Food Linage New York Metropolitan News 


212,244 First Ten Months 1948 
Source: Media Records 
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155,941 154,362 163,219 


96,665 


22,829 17,751 
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...1n the New York 


Journal-American 


GREATEST LINAGE RECORD IN NEW YORK HISTORY 


The Journal-American for the first 10 months of this year carried more retail grocery 
advertising than any New York metropolitan newspaper has ever published in an entire 
year. Journal-American grocery linage in this period is greater than the entire morning 
field combined and more than double the space of any newspaper in the evening field. 


GREATEST GAIN IN GROCERY LINAGE OVER LAST YEAR 


The Journal-American GAINED more retail grocery advertising than any other New York 
newspaper—a gain which exceeded that of the entire morning newspaper field. Retail 
grocers find the Journal-American “great going” because it’s home-going . . . reaching 
more than 700,000 families in the home every day. 


YOUR STORY STRIKES HOME IN THE 


A HEARST NEWSPAPER 
NATIONALLY REPRESENTED 8Y HEARST ADVERTISING SERVICE 


Sige 


inh erdiapira ere pial aac. aes ” wt fie. 

pe AM he PRP tig Mc 2% saben, Stix ages er ote i Ret os a St ae he f 

noe se ace hd Fats Oe Ce ase TO Meee, ate a Me iy eek Fe spa Wi teceet tot cob peer ge, et WN ste Sion Wi. ae GTN I he EL ENT 
‘ Fa te, i PS PSE ‘ 


a 3 
4 j a a f ‘ . 
a os ~ us 
ge , a 
. : pe Seite 
d BS A = Bee, 
_ | L 
| 4 b ? . 
TP ee 
5 va 7 
x2 
Z 
i a . oe oe 
Ake: 
‘ 49 | 
ome e co. 
as 
4\ eke ii 
fo vy ae 
7 - : 
OD —— 
: * ae. 
me te ie en 
ae | 
‘ aes . sa _ 
r 7 
a 
‘; a. a ‘- 
. © “& { a 
%, ne : - 
, ca 
“4 aa 
* 4 cL 
ee ee: 
ge om _ 
« & : : 
at = 
: ; — ¢ ye i. > of “La a . ; : 
“A eee 2 _— . o e Y i \ " - 3 a i 
| . SREARERICAT) RAPER FoR YO WI THE AMERICAN Jf PEOPLE 73 | 7 
, ' ol 
: = 
a 
re rN pie 


€ 


Skeptical Ad-libber Is 
Set Straight by TWA 

To the Editor: Under the sub- 
head, “Jottings,” which appeared 
under the major column head, 
“Ad-libbing,” in ADVERTISING AGE 
of Oct. 25, you say: 

TWA begins a release, “. .. and 
as someone remarked the other 
day, ‘Whatever happened to the 
TWA Writer’s Contest?’” A re- 
mark, we suspect, which may 
never have been made. 

It is in the finest tradition of 
journalism that editors and re- 
porters preserve an open and in- 
quiring mind toward all things, es- 
pecially press releases. Your sus- 
picions, consequently, are not only 
understandable but highly com- 
mendable. They are, however, 
completely unfounded in this case, 
I am happy to report. 

The remark was made by a per- 
son not an employe of TWA, 
whose name and editorial affilia- 
tion I shall be glad to furnish 
upon request. It is our sincere in- 
tention that all our press releases 
shall be as honest and above sus- 
picion as the finest and most pris- 
tine advertising copy, and we wel- 
come the opportunity to point this 
out. 

Incidentally, the TWA Writers 
Contest for 1948 closes Nov. 15, 


This department is a reader’s forum, Letters are welcome. 


and you are cordially invited to 
submit any stories which might 
have appeared in ADVERTISING AGE 
on the subject of aviation. 
GorRDON GILMORE, 
Director of Public Relations, 

Transcontinental & Western 

Air, Inc., New York. 

Editor’s Note: Thanks for the in- 
vitation, but AA does not compete 
in contests of this kind. 
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Judging of Ad Awards 
Gets a New Challenge 


To the Editor: Every year num- 
erous groups associated with the 
advertising business issue “awards 
of merit” to fellow associates, one 
of the purposes being to raise the 
standards of advertising generally, 
a commendable objective. How- 
ever, considering the methods ard 
procedures, and the competence of 
those who oftentimes make the 
awards, it may be questioned 
whether these awards and compe- 
titions do not have an adverse 
rather than a beneficial effect upon 
advertising. An example may 
serve to illustrate. 

Some months ago an organiza- 
tion awarded prizes for the “best” 
outdoor posters. How can _ the 
“best” posters be determined? 
Presumably the best posters are 
those which have attained their 
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Look to Louisville... 


International Harvester Com- 
pany has its largest single 
manufacturing facility invest- 
ment in its new Louisviile 
farm tractor plant. 


"| COMPLETE | — 
__ NEWSPAPER 
COVERAGE 


of a rich metropolitan city area 
of over 500,000 population 
for as little as 


55C PER LINE Daily 


AND 


| 50¢ per LINE Sunday 
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335,585 DAILY @ 


268,044 SUNDAY 


REPRESENTED NATIONALLY BY THE BRANHAM COMPANY 


objective, whatever it may be. In 
most cases this is sales, but as this 
is very difficult if not impossible 
to ascertain in any individual pos- 
ter, readership, remembrance and 
correct identification are usually 
the measurements of poster effec- 
tiveness. 

Now as the majority of the pos- 
ters in any one exhibition are 
never tested for these qualities, 
and as it would be impossible for 
any group of individuals, however 
well meaning, to determine the ef- 
fectiveness of individual posters, 
the only remaining basis upon 
which a poster could be judged is 
upon the basis of artistic excell- 
ence, which, in the case of pos- 
ters, means excellence as poster 
art. 

Now, who is the best qualified 
to judge excellence in poster art? 
One would say those who have 
over a period of years studied and 
practiced and specialized in this 
particular branch of art, and who 
have a broad and comprehensive 
knowledge of it in addition to an 
understanding of and sympathy 
with newer forms. Yet in the case 
of the organization mentioned it is 
to be doubted if there was one ser- 
ving on the committee of awards 
who possessed anything but a rudi- 
mentary knowledge of poster art. 
Yet year after year, committees so 
organized will award prizes to 
commonplace inferior work; these 
actions and awards are highly pub- 
licized and influence untold hun- 
dreds or thousands of others, with 
the result that year after year we 
have the same perpetuation of in- 
ferior and banal work on our bill- 
boards and in our windows. 

This is true of other forms of ad- 
vertising as well. It is to be hoped 
that this situation will eventually 
be remedied and that the advertis- 
ing business will adopt a more 
fair and intelligent procedure. 

J. THUNDER, 
Cincinnati. 
ae8 


Responsive Client Makes 
Agency Life Worth While 


To the Editor: There is one in- 
gredient of good advertising which 
we think is too often understated. 
That ingredient is a responsive 
client who okays the advertising! 
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new series prepared by Earle Ludgin & 
scheduled for Chicago newspapers. 


Year after year we prepare ad- 
vertisements for Chicago Title & 
Trust Co. which certainly bend all 
the rules for “financial” advertis- 
ing. And each year the folks at the 
company not only approve the 
copy, but tell us it’s better than the 
last campaign. 

Look at the ad, “Are you leaving 
your wife a Dinosaur?” and you'll 
know what we mean. We’re proud 
to have produced it, and proud of 
the client who, down through the 
last vice-president, passed it with 
cheers. 

J. H. Caro, 

Vice-President, Earle Ludgin 

& Co., Chicago. 

ae68 
A Publisher Gives Views 
on Small Agency Problem 

To the Editor: Jim King, in the 
Sept. 27 issue of AA, asked some 
very important questions concern- 
ing how much longer are the pub- 
lishers going to “penalize and 
break” small advertising agencies. 
In the main, we are inclined to 
go along with Mr. King. We have 
never lost a dime on a small 
agency, but at the same time, we 
haven’t had the occasion to lose. 
And thereby arises the reason for 
several questions which we believe 
are of prime importance to the 
media side of the fence. 

Most country publishers are un- 
der the impression that an adver- 
tising agency has complete control 
of a client’s advertising; hence, call 
upon the agency and don’t bother 
the client. Unfortunately, this isn’t 
the case very often. Why don’t ad- 


vertising agencies quit being copy 
boys and completely handle the ac- 
count, or else request media to 
make their presentations directly 
to the client? 

Why don’t advertising agencies 
give the “new” media a chance? 
A stock agency statement is that 
“our client will not help you pio- 
neer your field.” Yet Mr. King 
believes that publishers should 
help him pioneer his agency’s es- 
tablishment. Why don’t adver- 
tising agencies give credence to a 
small media presentation to the 
same degree as it is given to the 
large media? A publisher would be 
silly to make anything other than 
a bona fide presentation if he 
expected to continue in business; 
an agency would be silly to think 
that a publisher didn’t know his 
medium and its field, as well as 
pulling power. Ergo, the agency’s 
copy won’t sell if it isn’t run, and 
if media get no results for the 
client, they won’t be published 
very long. It would seem that a 
specific local area should be cov- 
ered with a specific local medium; 
or has the “cover the waterfront” 
with national mass-circulation me- 
dia methods made both the agency 
and the client sales-lazy? 

Why do advertising agencies 
persist in writing innocuous letters 
of “regret,” “budget filled,” “con- 
sideration at proper time,” etc.? 
We have a letter in our files that 
we often re-read to bolster our 
faith in agencies in general. In 
answer to a “shirt-sleeve” presen- 
tation letter to George McGivern, 


If you’re interested in success — 
sales success ~~ it’s the one on the right. 


With her husband, she spends one 


of the highest incomes among all big 
magazines for everything that 

betters a home and family. She’s the 
Better Homes & Gardens reader 

who buys the better product every 
time. Over 3,000,000 like her make a 
mammoth market — worth getting. 


America’s First Service Magazine 
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media director for Grant Advertis- 
ing in Chicago, he wrote: “I can 
tel from your letter that you aren’t 
a newcomer to the business, and 
neither am I. As a result, I make 
no promises as to when the paid 
space will be forthcoming.” There 
it is, sir, and in our opinion, it 
is a literary gem! 

One last question: Small media 
cannot afford to make personal 


- presentations to national advertis- 
a ers and their agencies; so why 
a don’t account executives approach 
A their clients with the media’s mail 


z presentations? We wouldn’t ask 
om that question if all account execu- 
43 tives were like Ivor Menzies at 
4 Kudner’s Detroit office. The guy 

aa didn’t know us from Adam’s off 

ox, yet he went to bat when we 
asked him to do so. It didn’t do 
any permanent good, except to 
make us forever grateful, and we 


jin & put the following notation opposite 
his name in our“ account execu- 
tive’s book: “Better than tops!” 
} copy Unlike Mr. King, we aren’t keep- 
he ac- ing a little “black book.” We main- 
lia to tain that the business of informa- 
rectly tion dissemination cannot achieve 
its full stature unless the partici- 
encies pants grow in the same degree. 
ance? R. V. HYATT, 
; that Hyatt-Marts Publishing Co., 
1 pio- Wichita, Kan. 
King gee 
~yom 20 Years Is A Long Time 
+ A al To the Editor: In our advertise- 
. toa ment in your Nov. 22 issue featur- 
> the ing a 20-year-old photograph of 
o the the staff of Aubrey, Moore & Wal- 
ld be lace, there occurs the phrase: “The 
than agency business is ever changing— 
f he and 20 years is a long time.” 
iness; The truth of this statement is 
think confirmed by the fact that, despite 
vy his all efforts to be accurate as to the 
ll as present whereabouts of former 
ncy’s members of that organization, we 
, and missed on one. This morning’s mail 
- the advises us that Robert S. Cox is 
ished now vice-president and art direc- 
iat a tor of Lynn Baker, Inc., New York 
cov- City. To Mr. Cox our apologies for 
lium; not learning of the change in time 
ront” to correct the plate. 
me- LiLoyp C. PARTRIDGE, 
ency Partridge & Anderson Co., 
Chicago. 
ncies ses 
tters Praise from an Expert 
‘con- To the Editor: I want to congrat- 
etc.? ulate you on your issue of Oct. 25. 
that The article on Muncie, Ind., is a 
our real contribution. 
+ an JAMES D. Woo tr, 
sen- James D. Woolf Advertising, 
yern, Santa Fe, N. M. 


Wholesalers Aid Ohio State 
Distribution Study 

To the Editor: You and your 
staff are to be congratulated on 
the special section devoted to dis- 
tribution in the Oct. 25 issue of 
ADVERTISING AGE. 

The editorial comment made that 
“accurate statistical data on whole- 
saling and retailing, in practically 
all lines, is either non-existent or 
nearly so” is true. There is great 
need for more material such as 
presented in the distribution sec- 


tion. 
For your information in this 
regard, it might interest you to 


know that Ohio State University 
has started a research project on 
wholesaling. This project, initiated 
by National Association of Whole- 
salers, uses Cincinnati as a test city. 
The findings will be of great aid 
to all concerned with distribution, 
we believe. 
JOSEPH KOLODNYy, 
National Association of Whole- 
salers, New York. 
agen 
Calls It Required Reading 
To the Editor: Have just finished 
my third reading of “The Muncie 
Story.” 
I feel it should be made required 
reading by every practitioner of 


the art of advertising. We who) 
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spend our client’s money on the as- 
sumption that we “know our busi- 
ness”—sometimes we don’t, should 
use it as a yardstick of applied ad- 
vertising intelligence. 

The “Muncie Story” proves that 
Bruce M. Bradway not only 
knows how to get the facts, but can 
also interpret them, free of all the 
balderdash of the so-called profes- 
sional researcher, and give us in 
understandable, every day Ameri- 
canese, an insight of what makes 
Muncie and other typical towns 
tick, and how we may improve our 
technique by understanding Mr. 
and Mrs. American Consumer. 

Were there a Nobel prize for ap- 
plied creative intelligence in ad- 
vertising, I’d vote that the first 
awards be given, both to ADvERTIS- 


ING AGE and Bruce M. Bradway for 
the Muncie story. 

I think an analysis of the ser- 
vice industries would be very in- 
teresting and a major contribution 
to our business; what are the 
chances of getting one? 

M. M. Youn, 

M. M. Young Advertising, Los 

Angeles. 

aae 
Main St. Agency Checks In 


To the Editor: Please tell the 
Creative Man that I don’t know 
how many advertising agencies 
rate a “Main Street” address, but | 
we qualify with the slight variance 
caused by the addition of “North.” 

Actually, it was the very basic 
idea of keeping close to the grass 
roots that helped influence our de- 


cision to operate from a small 
town. 
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While our plate glass window 
does not face the street (but in- 


Up and down our “Main Street” | stead overlooks Fowler Lake), it 


and its counterpart, 
Avenue,” 
chants of all types that know 
their customers and 
small town there is an unusually 
wide range of buying power classi- 
fications representing every walk 


of life. 


we have typical mer-| 


in this) 


“Wisconsin | is the contacts with the consumers 


and merchants of this community 
that help formulate the pattern of 
our thinking. 


Pete KEcK, 
President, Keck-Franke Ad- 
vertising Agency, Oconomo- 
woe, Wis. 


Spot Movies in Theatres 
Cultivate Sales for Oliver 


Advertising Agency: The Buchen Company 


are Ras 


ce eee ace 


ee” ae 


THE OLIVER CORPORATION, famous manufacturer of 
farm machinery, selected Spot Movies to spearhead the story of 
its amazing new equipment, demonstrating it direct to the 
farmer and his family on screens of movie theatres throughout 
the nation. Motivating reasons were... 


SPOT MOVIES demonstrate Oliver’s new tractors and imple- 
ments through the medium of the theatre screen, appealing 
simultaneously to the eyes and ears of the farmers. The combi- 
nation of sight, sound, action and demonstration produces sales. 


. SPOT MOVIES are a short feature in the movie theatre’s 
regular program — are seen and heard by every member of the 
audience. Readership is virtually 100%. Over 8,000 theatres in 
farming centers with a weekly audience of better than 20,000,000 
people are available for Oliver’s Spot Movies — and yours, too. 


OF 


ies PESO arte 


OLIVER selected only theatres in areas where coverage was 
needed. Waste circulation was reduced to a minimum. Oliver's 
entire distribution plan was handled simply through one organi- 
zation — Movie Advertising Bureau — just as yours can be. 


Attention Advertising Executives! Get all the facts about Spot Movie Advertising. Call or write for 
your free copy of The Story of the $100,000 Continuing Study of Theatres for Movie Advertising. 
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ING BUREAU 


NATIONAL OFFICES 


NEW YORK CHICAGO 


70 E. 45th St. 


KANSAS CITY CLEVELAND 
2449 Charlotte St. 


Phone: Harrison 5840 


333 N. Michigan Ave. 
° 2) Phone: MUrray Hill 6-3717 Phone: ANdover 3-3022 


400 Leader Bidg. 
Phone: Main 9333 


MEMBER COMPANIES 
UNITED FILM SERVICE, INC. * MOTION PICTURE ADV. SERVICE CO., INC. 


NEW ORLEANS 
1032 Carondelet St. 
Phone: Magnolia 4545 


SAN FRANCISCO 
870 Market St. 
Phone: YUkon 6-6164 


5 


gf TB, ORIG ~ + ieee = 5) suai OSs ae ee A hee er meee Te) ae aa as j f a Tr awe ae = Rede ou Jit a gr 
, 1945 ee = 
4 | 
a ; 
ADDISON / LEWIS & ASSOCIATES — 
eee..." « 
; 
; 
. ‘ 
is 
. 
| : 
| _ 
| _ OLIVER CORPORATION PRESENTS .. |. [am | J aa 
| '¢ 3 é be gue ; 4 : ae 
f «% be > 2 | 4 7 — WS : - | 
2 : . a) see ' ¥ a 
a ) a = 
‘ ie, eas © a | TO {a ' — = = ‘ 
be NEALE ne < F ay “Fe , “al 4 y — Se at ‘ a 
| BES Seed HD er, 3 ~~ SB _— 
. eae ~ Sy. a “ ee a] a 4 "4 , \ Ney 4 = ‘ - ‘ a 
ees % Ma Pe ey Ps , Bes an 
| a see i E : ot moll 4 > 7 = 
AVP ~ ) Fa Te ie Pe ~~ ae os — @aat = ; sad 
ss he? . J el q ‘ei A - ~ wae Scr 4 ae. i ‘ eS i ; eri ad e / ‘eins 
—_— : ra Page se Wit hh ie : aon i . os 
4 it 4 <. , ba il . J i : os - 2 », : . 4 a Bi. eH s : 2 f pe 
ae lO eer ii 
: S We, “ a eae a 4 }lU te . - g° 8 ope ot 1] 
oy alg ERE eee a = lng SS “S ae” *$- ee . oe ng Pe Re Ss % ~ 5 fo j Fase” et al 4 be 
ths ec NY Se = Se ps AE Mine 2 a 7 
; “¢: ‘ a a - aM 
. 
- 
ye hte a fs si Pe ee eee F > ae cae, i 
ey amg 4 os GOCE nie a5 . y e ° vty ee anaes ‘4 
Le ry a? o* z , . ae Ser | & oS 4 ; i‘ 
« ee po a ee cag at ple + La Me f% 4 £ °F We a 
i gr é il —- . , =a v $ » ae ie ; x! ; = 
— ae68 cee PE to ER “ ~ Mie a oa 
‘ ead > Ash Sl eae fg grr a si 
ee th / ) * e M rad... a +e oe. __ a Be 3 4 as ae 
Po ‘ | DA oe eee Re <2 t: 2 = i y : a 
Eee pe i ‘ly 2 ivde* “Ss ae t: v IT = . } a i a 
| ee iy = N \ No ‘l : \ Wy! Fae o | " ep ie fF | F 
Ws S| a oe — — ie Sees ie 
(Be i, } & 4 st at A gt enn oS e ie =' 4 7 
! ss “A Lt « et sa - me == ae xa 
3 ‘ j | q j ithe at 4 nd vo "See Se a a ee i. ao =| % 7 
By * 1 on tS oh .7 aM : pe eee a x oe ’ A cc 
ae " : : ao Sp Z 4 : - ; : ; tg at, 
& NE perk 4 wr a . ote ‘ a 
4 APs” eae > a ~ ee a Be ' Lae 
E ” Y “ * “eh et a” "© AS . my - : ng : » y he - » or e : 
es kes on te. eer ] — af eee a S ; Re a “ite. ¢, _ S% 
a sj * “, *\ is eae etn 3 ie ae 5 i hh. Se eS ae 4 , i 
: eee, ees Vs ik ie , ee, a Pa aee SE i oN ii tered Ck ee Rat <P “ # ae 
> Re |), <a Ugg) OS Sa 2 * 
F aso i ve = SF at Enk&..% (eee: ot, Se ee tae 
| A Se! re ; Rr ma a ml hes * 
; a Ec sega’ eH ree fe) ) ag 
| 
Ee 
a | z 
a 
=a 
Beis: 
" 
a 
P SS aa 
— P| i 
ee a 
ear 
& 
te 
SRN I eal PRT a ge eNO Rae 2 PLE SM ty cette ee in we een g Pole ere SAS Ngee eee Sige, eye eee Ce ae j 3 SMe be Auer § : ; : ; 


Rittenhouse to Hutchins 


Hutchins Advertising Co., Roch- 
ester, N. Y., has been appointed to 
handle the advertising of Ritten- 
house Co., Honeoye Falls, N. Y., 
manufacturer of electrical door 
chimes and transformers. 


Gets Hosiery Account 


David S. Hillman, Inc., Los 
Angeles, has been named to direct 
the advertising of Beauty Sheer 


Hosiery Co., Penndel, Pa., which 
has recently opened a West Coast 
sales office in Beverly Hills. Fash- 
ion magazines will be used. 


Harger Joins Wank & Wank 


Jack V. K. Harger, formerly 
western advertising representative 
of Caterpillar Tractor Co., has 
joined Wank & Wank, San Fran- 
cisco, as coordinator of the group 
serving Cutter Laboratories, Berk- 
eley, Cal. 
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Advertising Age, November 22, ly; 
NOVEMBER ADVERTISING LINAGE IN FARM PUBLICATIONS 


Commercial Commerci: 
Display, Display, 
Excluding Excludin; 
Poultry, Poultry, 
Classified and Classified a | 
-——Total Advertising——, Livestock -— Total Advertising——, Livestock 
——i1s—, ——187—, 1948 1947 ——1948—, ——1947—, 1948 194 
Pages Lines Pages Lines Lines Lines Pages Lines Pages Lines Lines Lin: 
Farmer, The ......... 64.9 50,888 65.0 560,968 45,671 44," 
FARM MAGAZINES Hoard’s Dairyman ... 45.9 33,420 44.8 32,248 27,056 25, 
Capper’s Farmer ..... 63.9 43,478 50.2 34,129 42,593 33,504 | Idaho Farmer ........ 41.1 81,077 47.2 85,646 28,846 33,2 
Country Gentleman ..118.3 80,413 98.0 66,613 179,162 65,024 | Indiana Farmer's 
Farm Journal ........ 117.3 50,850 95.6 40,980 49,044 39,888 ED endduadese oes 82.8 25,727 33.5 26,227 19,869 17,7°5 
Progressive Farmer: Kansas Farmer ...... 46.9 385,642 45.4 34,493 26,870 25,9 4 
Carolina-Va. Edition 79.8 57,760 65.6 47,785 655,524 45,616 | Michigan Farmer .... 51.0 39,153 44.1 33,878 34,854 29,2 4 
Ga.-Ala.-Fla. Edition 80.3 58,444 68.2 49,672 56,008 47,225 | *Missouri Farmer .... 11.1 8,401 7.7 6,002 7,917 6,6 9 
Ky.-Tenn.-W. Va. Missouri Ruralist .... 40.8 31,009 89.0 29,619 24,696 23,5 5 
si gate aE 17.5 56,398 65.9 48,000 54,300 46,017| Montana Farmer ...... 55.5 41,958 64.5 48,628 28,918 27,9 9 
Miss.-La.-Ar’ Nebraska Farmer .... 91.0 68,871 76.8 57,954 57,720 49,5 4 
I ns ie ae Gdn ts 75.5 54,968 65.6 47,731 652,795 45,442 | New England 
Texas Edition ...... 79.5 57.861 72.6 52.878 655,634 50,520| Homestead ......... 33.2 28,872 86.3 25,406 16,920 20,6 9 
*In all 5 Editions..... 69.1 60.327 59.5 43.324 48,887 41,943 | Ohio Farmer ......... 55.4 42,523 61.6 39,626 87,804 35,2 7 
*Aver. 5 Editions..... 78.4 57.087 67.6 49,213 54,852 46,964] Oregon Farmer ...... 41.4 36,264 44.8 383,875 29,201 31,712 
Southern Agriculturist 47.2 33,048 43.6 30,502 $1,760 28,'/44 | Oregon Grange 
Successful Farming ..103.9 46,761 99.5 44,780 45,482 43,977] Bulletin ........... 28.1 30,140 14.0 15,106 30,140 15,106 
soneeniiad Pennsylvania Farmer. 40.6 31,198 35.7 27,451 28,487 25,416 
Total Group ....... 842.7 539,476 724.8 463,070 511,302 445,957 | Utah Farmer ........ 41.9 30,500 $2.5 24,577 29,877 23,940 
Wallaces’ Farmer & 
MONTHLIES wows Homestead. ...100.8 79,048 80.1 62,805 55,105 58,619 
hal ’ ashington Farmer... 43.5 32,876 44.9 83,941 80,771 81,824 
—— Leaders’ 36.7 7.196 31.0 6,069 7,196 6,069 | Western Farm Life... 39.8 31,284 83.0 25,838 28,938 23.952 
aieomiane Woke {°Herdsmen Edition.. 36.7 28,779 85.2 27,601 8,486 2,661 
7a 17 7,520 19.6 8,409 17,323 8,180 isconsin 
OE . . Agriculturist ..... 57.4 44,787 53.9 42,228 48,505 40,819 
Journal: Waa als 
Eastern Edition .... 30.9 18,261 82.6 14,017 9,364 10,535] Total Group ....1,138.7 889,626 1,045.6 $06,693 765,843 701,911 
Central Edition .... 26.3 11,287 29.3 12,593 8,967 10,357 | Bi-Weeklies—October 
Western Edition ... 23.0 9,875 26.9 11,562 8,122 9,634] arizona Farmer ..... 86.1 65,134 58.9 44,484 62,485 42,583 
*In all 3 Editions..... 21.8 9.148 25.4 10,881 7,744 9,077] California Farmer: 
Arkansas Farmer .... 9.0 6,811 10.9 8,252 6,494 1,567 Northern Edition .. 52.5 39,674 59.1 44,677 389,672 37,094 
Better Farming Southern Edition ... 52.2 39,480 56.3 42,596 36,900 37,591 
ES ¢ cet-e00se 55.4 23,763 58.5 25,101 23,763 25,101 | nairyman’s League 
Better Fruit ......... 11.8 4,963 18.1 65,551 4,963 5,551 Ee 9.4 6,830 10.4 7,588 5.642 6,552 
Breeder’s Gazette .... 21.0 9,432 20.0 8,977 6,556 6,468 | Prairie Farmer ...... 70.2 51,126 70.2 51,092 44,588 44,754 
California Citrograph. 30.8 20,692 22.7 15,246 20,454 15,050 ed 
Cattleman, The ...... 101.0 42,406 91.0 38,237 21,976 18,480 Total Group ....... 270.4 202,244 254.9 190,387 189,287 168,574 
Electricity on the Farm 23.8 8,522 23.5 8,441 8,522 8,441 | Weeklies—October 
Farm and Ranch...... 38.1 26,666 39.1 27,388 24,879 25,818 | "Capper’s Weekly .... 10.5 23,581 8.1 18,159 19,743 15,102 
Farmer-Stockman .... 32.9 24,867 85.1 26,547 23,517 25,489 | ‘Weekly Kansas 
Florida Grower ...... 24.5 16,656 22.5 15,326 15,886 saree CEiy BURP ccscccsss 38.9 95,962 87.2 91,550 82,412 176,273 
Kentucky Farmer . 17.8 18,925 20.2 15,827 12,858 14,121 a4 110kda AED IAM GRA IDR TREK ODT OTK 
Michigan Farm News. 2.1 4970 23 5.537 4.830 5,432 Total Group ....... 49.4 119,543 45.3 109,709 102,155 91,375 
National Live Stock Dailies—October 
SS Fe re 12.1 8,865 11.8 8,644 8,516 8,057 | Chicago Daily Drovers 
New Jersey Farm and . DEL. ntsbneeee6e 30.5 64,878 30.6 65,205 28,809 28,365 
PE ceil eee e 35.3 15,904 33.6 15,156 13,864 14,122 | Kansas City Daily 
Ohio Farm Bureau Drovers Telegram .. 49.3 104,852 51.2 108,982 62,868 66,961 
ins < fabs 4eb hve 15.5 6,995 15.5 6,954 6,685 6,654 | Omaha Daily Journal- 
Pacific Poultryman ... 24.8 10,627 23.38 10,005 6,028 38,974 ON POPPERS 43.6 92,733 60.8 108,113 47,856 63,794 
Poultry Tribune: St. Louis Daily Live 
Eastern Edition .... 45.3 19,426 48.1 20,632 14,993 16,423 Stock Reporter..... 23.3 49,515 21.0 44,774 30,882 28,545 
Central Edition .... 39.5 16,945 42.8 18,128 14,557 15,917 anette etiam emia tine ‘ io Aas 
be: Edition ... 34.8 14,931 38.0 16,291 13,068 14,353 Total Group ....... 146.7 311,978 153.6 327,074 169,915 187,665 
*In all 3 Editions... 33.3 14,289 36.1 15,483 12,780 13,697 *Not included in totals. ‘Larger page size 1948. *Smaller e 
Rural Gravure ....... 48 4,802 3.3 3,248 4,802 3,248 | size 1948. *Three issues 1948; two issues 1947. ‘Four issues 1948. 
ee a cree rs oa br pegs ieee Rye five issues 1947. "Five issues 1948; four issues 1947. +Herdsmen 
Southern Planter .... 35. : f ' r iti ; is edition al sad ¢ : 
Western Dairy Journal 86.6 12.904 41.7 17.568 7840 9.796 | ron COY,, This eabtton also carries all linage carried in West 
Western Livestock 
pS aaa 95.4 40,082 81.2 34,167 15,246 17,213] CANADIAN 
Total Group ....... 888.3 442,437 886.8 439,972 357,467 360,504 | **Canadian Countryman 47.8 ag oe eget 23,560 21,634 
Count Guide, The... 39.2 2 . 45 7,518 28,452 
Monthlies—October F *Family Herald & . 
Idaho Granger ....... 8.3 9,016 83 9,028 8,904 8,960 Weekly Star: 
Nation’s Agriculture.. 7.4 3,315 8.1 3,632 3,315 8,632) astern Edition .... 84.9 84,873 103.7 103,660 66,601 75,635 
Wyoming Stockman- Western Edition ... 72.9 172,866 91.5 91,483 59,914 69,840 
DET cade 40dd2% 15.3 13,664 10.0 8,960 10,976 8,288 | Farm & Ranch Review 18.4 13,269 18.1 13,061 12,659 12,237 
min “Daa Sn aan | Farmer’s Advocate 
Total Group ....... 31.0 25,995 26.4 21,615 23,015 20,880 | “ "a ’ tome Magazine.. 45.7 81,995 47.0 82,871 25,128 26,236 
Semi-Monthly—-October Farmer’s Magazine ... 39.9 27,963 387.4 26,149 25,354 24,687 
American Agriculturist 31.8 23,126 29.6 21,567 20,983 19,468 | *Free Press Prairie 
California Grange WUNEREE cceccoccccce 110.7 124,564 114.8 129,145 69,487 72,827 
dn cawae's s 41.9 45,500 88.0 41,258 45,017 40,754 | **Western Producer .. 40.7 43,590 58.8 62,906 23,032 29,553 
Colorado Rancher SAAS AGA Ik EEO A RIM EAS GED ORE LA 2, 
and Waster .......- 30.7 23,218 21.0 15,748 18,852 15,748 Total Group ....... 500.2 460,816 552.4 516,848 333,253 361,101 
Cooperative Digest.... 11.2 2,362 12.1 2,584 2,862 2,584 | ‘October linage. ‘Three issues 1948; two issues 1947. *Four 
‘Dakota Farmer ...... 60.0 47,337 50.6 39,075 46,014 87,244 | issues 1948; five issues 1947. 


Winthrop Opens Own Agency 
Jane Winthrop, formerly adver- 
tising manager of Joseph Magnin 
Co., women’s apparel stores in nor- 
thern California, has opened her 
own advertising agency, Creative 
Business Consultant, with offices 
at 24 California St., San Francisco. 


Blair Transfers Simmons 

Dave Simmons has been trans- 
ferred from the San Francisco of- 
fice of John Blair & Co., radio sta- 
tion representative, to the com- 
pany’s New York office. He suc- 
ceeds Ward Ingrim, who has re- 
signed. 


With pipe and slippers, 


newspapers and a good book, 
who wants television? 


he said... 


So six weeks later 


he bought the set! 


( Young people are the home’s pressure group 


( Best reached by comics magazines 


Read by 85% of the juniors, 45% of their parents. 


#Ks THE NATIONAL COMICS 


( National Comics gives greatest coverage, 8 million ABC 


At one-third the cost of general magazines! 


GROUP 


Represented by... RICHARD A. FELDON & CO., INC., 205 East 42nd Street, New York 


Nov. Farm Paper 
Linage Gains 7.3% 
Over 1947 Volume 


Cuicaco—Advertising linage in 
farm publications this month is 
7.3% ahead of the volume for Nov- 
ember, 1947, according to the Ap- 
VERTISING AGE monthly tabulation. 

Publications reporting for the 
month carried a total of 2,531,299 
lines, compared with 2,358,520 a 
year ago. 

November farm magazines, with 
total linage of 539,476, were up 
16.5% from the 463,070 lines of a 
year ago. November monthlies 
carried 442,437 lines, 0.6% more 
than the 439,972 lines in the same 
’47 month. Monthlies reporting for 
October ran 25,995 lines, a 20.3% 
gain over the 21,615 lines a yea 
ago. 

October semi-monthlies carriec 
889,626 lines, up 10.3% from th« 
806,693 lines of a year ago, whilk 
October bi-weeklies ran a total o 
202,244 lines, 6.2% more than the 
190,387 lines last year. 

October weeklies carried 119,- 
543 lines, 9% more than the 109,- 
709 lines a year ago. October dail- 
ies, with 311,978 lines, were of! 
4.6% from the 327,074 lines of Oc- 
tober, °47. 

Canadian farm publications were 
off 10.9%, from 516,848 down t 
460,815 lines. 


Appliance Makers Set Date 
The American Washer anc 

Ironer Manufacturers’ Associatior 

will hold its annual meeting at the 


Morrison Hotel, Chicago, Jan. 4. 
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Baquie Warns 
Tavern Men That 
Squeeze Is On 


Concentration Menace 
in Liquor Field Called 
Imminent by Distiller 


Detroit—Warning of the dan- 
gers of concentration in the liquor 
field, J. Gordon Baquie, vice-pres- 
ident of Brown-Forman Distillers 
Corp., Louisville, told the As- 
sociated Tavern Owners of Amer- 
ica that concentration of distil- 
ling is “not good for the free enter- 
prise system or the independent 
business man.” 

It was Mr. Baquie’s second 
speech in urging trade associa- 
tions to become active in pre- 
serving competition. Some weeks 
ago he pointed out to a group of 
monopoly state administrators in 
Los Angeles that four companies 
which owned 60% of total whisky 
inventories in 1943 bottled 75% of 
the nation’s total consumption in 
1947 (AA, Oct. 4). 

He reminded the tavern owners 
that in the early years of the auto- 
mobile business “mark-ups for 
dealers were higher. But one by 
one the smaller companies 
dropped out; this meant that the 
big companies that were left con- 
trolled mark-ups and profit mar- 
gins. Thus, concentration of supply 
in the automobile business tended 
to shorten the profits of the inde- 
pendent business man and hence 
reduced the number who could 
stay in business.” 

He also cited cigarets, where 
profits of wholesalers and retailers 
have declined “almost to the va- 
nishing point. Today, as you know, 
some outlets carry cigarets, not 
because they want to, and not 
because they make any money in 
handling them, but simply because 
not to have them is a greater 
nuisance,” 


s Mr. Baquie then pointed out the 
prediction of an executive of a 
large distiller that “I can see the 
day not too far distant when a 
limited number of brands will 
dominate the market to a degree 
which might have been regarded 
as impossible five short years ago, 
when no five brands together ac- 
counted for more than 20% of all 
sales.” Mr. Baquie said that “When 
that happens, there will be fewer 
of you in business and less profit 
for all.” 

This would mean fewer distri- 
butors, fewer brands for retailers 
and low profits, he said, adding 
that the big distillery executive 
actually is thinking of “eliminat- 
ing the competition of the inde- 
pendent distiller...If many in- 
dependent distillers are eliminated, 
you will knuckle under or you 
will be next. 

“We at Brown-Forman,” Mr. 
Baquie declared, “are not going to 
follow the path of the Fatima, 
Sweet Caporal or Murad cigarets. 
If you will give us equal treatment 
and equal effort, we will give you 
a better competitive product and 
we will spend enough money and 
devote enough effort and adver- 


remember 


Business 
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tising to keep faith with you and 
insure your investment in free 
enterprise. ..” 


ws Mr. Baquie blamed war circum- 
stances, rather than “wise mer- 
chandising” for the concentration 
in the field. “Remember that the 
small independent distilling com- 
panies had a great tax incentive 
to sell out,” he said. “Instead of 
paying heavy income and excess 
profits taxes, instead of having to 
fight to establish and build dis- 
tribution of their brands, they 
simply sold out plants and inven- 
tories, lock, stock and barrel, at 
prices on which they had to pay 
only 25% capital gains tax. This 
combination of natural and un- 
natural factors, war shortages and 
federal government tax policy, en- 
couraged concentration in our new 


industry, and thus gave the finan- 
cial giants an _ ever-increasing 
share of the market.” 

He suggested that the tavern 
association embark on several pro- 
jects, among them helping tavern 
owners with business problems 
such as size of inventory, turnover, 
modernization costs, uniform ac- 
counting, etc. He also suggested 
that the tavern owners might 
well pay more to their association 
in order to finance more worth- 
while operations. He said a good 
field for association investigation 
would be the pros and cons of 
television set installation by a tav- 
ern owner, and best methods of 
operation and control. 


Don Lee Appoints Ingrim 


Ward D. Ingrim, formerly in 
the New York office of John Blair 


& Co., has been appointed director 
of advertising for the Mutual Don 
Lee Broadcasting System, Los 
Angeles. In his newly created post, 
Mr. Ingrim will have full charge 
of all selling, advertising and pro- 
motion for the network’s 55 sta- 
tions and also will be in charge of 
all western Mutual network sales. 


Edwards Names Seidler 

Albert M. Seidler Jr., formerly 
assistant advertising manager of 
Winchester Repeating Arms Co. 
and Bond Electric Corp., has been 
named an account executive of 


37 


Edwards Advertising Agency, 
| Hackensack, N. J. He will special- 
ize in electronic-industrial adver- 
‘tising. 


Sells KWKW, Pasadena 


Pending approval of the FCC, 
Station KWKW, Pasadena, Cal., 
has been sold to the Southern Cal- 
ifornia Trade Unions Broadcast- 
ing Association. The present owner 
is the Southern California Broad- 
casting Co., a partnership of Mar- 
shall S. Neal, Edwin Earl, Paul 
|Buhling and E. T. Foley. 
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HIGHSPOT BULLETINS 
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Dun & Bradstreet 
rometers. 


EVERY MONTH of every year for 
the last 10 years, the South has 
led the U. S. in gains in con- 
sumer buying, as measured by 


Are you directing enough of 
your advertising to the fastest- 
growing regional market in the 
U.S.? Here are two facts to re- 
memberin planning your adver- 
tising coverage of the South: 


1—The South is predominantly 
rural in population and trade. 


Trade Ba- 


2—The rural South reads and 
prefers The Progressive Farmer 
above any other magazine. 


Leading advertisers recognize 
the powerful influence of The 
Progressive Farmer on con- 
sumer buying intheruralSouth. 


The Progressive Farmer made 
the greatest advertising linage 
gain of any monthly farm 
magazine in the U.S. during the 
last three years. ..and gained 
25% in advertising linage for 
the first half of 1948. 


MEMPHIS, 


DALLAS, 


Pacific Coast: Edward S. Townsend Co., San Francisco, Los Angeles 


Advertising Offices: BIRMINGHAM, RALEIGH 
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Gets Bulb Farm Account 


J. C. Bull, Inc., New York, has 
been named to handle the adver- 
tising of Flowerfield Bulb Farm, 


Inc., Flowerfield, Long Island, 
N. Y., bulbs, roots, seeds and 
plants. 


Four A's Elects Kemper 

Don Kemper Co., Dayton, has 
been elected to membership in the 
American Association of Adver- 
tising Agencies. 


Weill Joins Dorland, Inc. 


Robert J. Weill, formerly with 
Lester Harrison, Inc., has joined 
Dorland, Inc., New York, as an 
account executive. 


ADS PULL BETTER 
Illustrated with EYE * 
CATCHERS photos. 
Dramatize covers, 
organs, posters, every 
promotion job. 100 new 
photos monthly. Used 
by biggest advertisers. 
Write for new FREE 
proofs No. 108. 


EYE* CATCHERS, Inc., 10 East 38 St., N. Y.C.16. 


Packard Gets Ample 
Steel; Production 
Close to ‘37 Peak 


Detroitr—Thanks to ample steel 
supplies, this year will be at least 
the second best in the 49-year his- 
tory of the Packard Motor Car 
Co., according to George T. Chris- 
topher, president and general man- 
ager. 

Mr. Christopher said that the 
best previous year was 1937, when 
109,518 autos were built, and the 
second best was 1936, when 80,699 
were turned out. 

With about 81,000 new Packards 
built this year through Nov. 13, 
and a month and a half to go, the 
company seems likely to come close 
to the all-time record of 1937, 
Packard’s president said. “Our 
goal is to build 5% of the industry’s 
annual output and we’re expanding 
plans to achieve it,” he added. 

Packard is the second auto 


maker to announce arrangements 
for sufficient steel to warrant con- 
tinued high production. The other 
was Kaiser-Frazer Corp. 

“Steel has been the principal 
bottleneck preventing increased 
production,” Mr. Christopher said, 
“but now we have lined up suffici- 
ent quantities for a continued high 
rate of production.” 


Two Name Jackson 

Glasgo Finishing Co., textile 
finisher, and Donel Foundations, 
Inc., New York, have appointed 
Jackson & Co., New York, to handle 
their advertising. 


Appoints Wellheiser 


Edward G. Wellheiser has been 
appointed general sales manager 
of the British Rubber Co., Mont- 
real, rubber division of Mailman 
Corp. 


Peck Appoints Clark 
Byron H. Clark has been named 
director of the farm division of 
ge Advertising Agency, New 
ork. 
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“Ceramics '—a word used to describe all products 
of the industry, collectively, are made of minerals 
and chemicals, subjected to high temperatures lover 


1300 degrees). Included are products of glass, pot- 


tery, porcelain enamel, and abrasives 
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By popular request— the Getting Personal column 
this week returns to names printed in bold face. 
More than 200 avid readers of thé column liked 
AA’s new look, but deplored the lack of bold face 
here. So here you are, and we hope you like it better. 


Pat Weaver, vice-president and director of radio and television «' 
Young & Rubicam, New York, has been named secretary of the Amer - 
. . Dr. George Willard Freeman, copy 
contact executive of Marschalk & Pratt for more than 18 years, wi 
enjoy the Florida sunshine for the next six months, teaching course 
in advertising and business writing at Rollins College. Dr. Freeman ; 


ican Heart Association drive. 


on leave of absence from the New York agency... 
The traditional Men- 
nen Co. parties for 
representatives of or- 
ganizations furnishing 
goods and services 
were resumed Oct. 29, 
after a wartime break, 
with a gathering of 
more than 300 at the 
Treat Hotel in Newark, 
N. J. Host “Bill” Men- 
nen, president, wel- 
comed numerous 
veterans among the 
guests, he, himself, ad- 
mitting his 40th year 
in the company. Others, 
on the not-so-long- 
term list, were Wayne 
Luther, sales manager, 
13 years; William Men- 
nen Jr., treasurer, 10 
years, and Lewis F. 
Bonham, dir. of adver- 
tising and promotion, 
referred to as a “fresh- 
man,” four years. F. S. 
Dietrich, v.p. in charge 
of sales and advertising, 
a 15-year man, was 
absent, devoting his 
time to recovery from 
a long illness. . . 
Arthur Ogle, at one 
time ad manager of 
Bauer & Black, Chicago, 
and later with ANA, 


has formed a partner- countrywoman, Kathleen Willis. 
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HOOT, MON—John Black, director of publicity of 
Walter Weir, Inc., New York, and a well known 
Scotch-American author, donned his kilts to appear on 
the WPIX, New York, television show, “UN Carnival.” 
He is pictured here inspecting the performance of his 


ship with George R. 
Cartwright, as Cartwright & Ogle, Realtors, Fort Lauderdale, Fla. . . 
Stuart Peabody, assistant v.p. and director of advertising of the 
Borden Co., was among 14 of the company’s executives who received 
diamond-set gold pins from Borden President Theodore G. Montague 
Nov. 8, marking their 25 years with the company. The event was the 
annual Quarter Century Club banquet at the Roosevelt, New York. . . 
Fred Gamble, Four A’s president, really got the works on his 
trip to Houston to attend the meeting of the Southwestern Association 
of Advertising Agencies. He was made a citizen of the Southwest; 
given a commission as a general in the Mexican army, with full charge 
of 20 men; made honorary president of the SAAA; given a cowboy 
hat, and a panama hat (compliments of the Republic of Panama); a 
pair of Texas boots; a Texas-made belt, and a painting of himself. . . 


RENEWED ACQUAINTANCE—Alfred Pemberton (left), president of Alfred Pember- 

ton Ltd., London advertising agency, and G. Allen Reeder, Carstairs advertising di- 

rector, renew their long-standing friendship. Mr. Pemberton is on tour of the United 
States to contact clients. 


Kenneth Collins, v.p. in charge of advertising and public relations 
of Burlington Mills, is battling a bad case of pleurisy in a New York 
hospital. . . Peter F. Fleischmann, son of Raoul H. Fleischmann, pub- 
lisher of The New Yorker, was married Nov. 10 to Nancy Anne Mont- 
gomery, of New Albany, Ind. . . And Stanley Resor, president of J. 
Walter Thompson Co., New York, escorted his daughter, Helen, down 
the aisle Nov. 6, when she married Gabriel Hauge. . . 

New adbabies who checked in this month are Jeffrey Scott Bonner, 
eight-pound son of Joseph W. Bonner, copywriter at Harry J. Lazarus 
& Co., Chicago, and Jerry, seven-pound son of John W. Tinnea, assist- 
ant station director of KWK, St. Louis. . . 

Richard M. Brown, gen’l mgr. of KPOJ, the Journal station in Port- 
land, Ore., received a surprise cake from his staff in celebration of his 
birthday a few weeks ago. . . Philips Webb Upham, pres. of Philips 
Webb Upham & Co., New Haven agency, has joined the faculty of the 
New Haven YMCA Junior College to teach evening classes in adver- 
tising and sales promotion. . . 
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‘Sunshine Belt’ 
Quidoor Planned 
hy U. S. Rubber 


MEMPHIS — The United States 
tubber Co. is launching for the 
first time in its history a “sun- 
shine belt” seasonal winter show- 


Outdoor Meeting 


ing of outdoor posters from De- 
cember to February, Curt Muser, 
advertising manager of U. S. Royal 
tires, told the Outdoor Advertising 
Association of America at its 53rd 
annual convention here Friday. 

“This showing,” he said, “will 
extend south from Virginia down 
the East Coast, across the south- 
ern states and up the West Coast. 
I must admit the ‘sunshine belt’ in- 
cludes a healthy amount of rain in 
the Northwest—but it does hit 
directly at the tire sales potential 
to be found in those areas where 
a high rate of car use is main- 
tained and where vacation driving 
is most concentrated.” 

This campaign will provide con- 
tinuity for the national poster 
showings of 1948 and 1949. 


es Mr. Muser laid great emphasis 
on the need for aggressive mer- 
chandising of the outdoor medium 
to local dealers, pointing out the 
unique distribution policy of U. S. 
Rubber in the tire field. 

“All U. S. Royal tires,” he said, 
“are sold to consumers through 
independent local merchants with 
a permanent stake in their com- 
munity. The United States Rub- 
ber Co. is the only major tire 
manufacturer who does not own 
or control any retail outlets. This 
therefore focuses the strong beam 
of our advertising on the local ac- 
tivity supporting local business 
men. 

“It may be argued with some 
conviction that there is no such 
thing as ‘national’ advertising— 
that its effectiveness is always lo- 
cal. That is probably true. You and 
I know, however, that the indi- 
vidual business man, while ac- 
cepting ‘national’ advertising as 
essential, wants as much assistance 
as possible in featuring him per- 
sonally and not as an anonymous 
member of a manufacturer’s dis 
tribution set-up. 

“It is in recognition of both his 
natural attitude and the impor- 
tance to us of the local effective- 
ness of U. S. distributors that we 
have pursued the more difficult 
but also the more effective policy 
of using dealer imprints on our 
poster showings. U. S. Royal pos- 
ter showings are national only in 
scope—they are pointedly local in 
their impact.” 


= Discussing the famous historical 
posters formerly used to promote 
U. S. Royal tires, Mr. Muser ex- 
plained the need for outdoor copy 
that is faster in pace and geared 
to the faster movement of traffic. 

“Quick, telling, selling phrases 
replace nostalgia,” he added. ‘‘Peo- 
ple at the wheel have little time 
to read—only time to be reminded 
of the need for safety that is to be 
found in the finest tires you can 
buy.” 

The speaker described the pio- 
neering job which U. S. Rubber has 
done in introducing and promoting 
low-pressure tires for greater com- 


Coat-pocket wallet... 


Genuine leather. Wafer thin. 4 

x 74”. 4 compartments. Black 
Seeseese or Natural Cowhide. 
Wonderful gift. You'll want 
one, too. Just send $5—tax and 
postage included. Double your 
money back, if you don’t say 
it’s — $10. 


. FISCHER CO. 


3644 W. 62nd Street Los Angeles 43, Calif, 


fort and safety. 

“You may be _ interested to 
know,” he continued, “that Air 
Ride, the first low-pressure tire, 
was first announced in August, 
1946—a full year ahead of our 
next competitor. Since then it has 
become original equipment on Am- 
erica’s finest new cars. More im- 
portantly, this first major advance 
in tire design since balloon tires 
has caused the whole industry to 
follow—for good.” 


@ As a seasonal assist to dealers 
in the farm belt, he reported, U. S. 
Royal farm tires have been fea- 
tured in an optional poster design 
in farming areas. It was so well 
received in 1948 that another will 
be offered next year. The distri- 
butors will also have the choice 
of a truck tire poster to promote 
this section of the market. 

Direct response to poster ad- 
vertising was reported by Mr. Mu- 
ser, who called attention to the 


fact that last August the Air Ride 
poster specifically offered a test 
ride, tying in with the dealer and 
company-paid newspaper advertis- 
ing. People came in to ask for in- 
formation. 

The tire executive closed his 
talk with a special plea for co- 
operation in the matter of loca- 
tions, contacts by plant owners 
with distributors, and merchandis- 
ing the poster campaign. U. S. 
Royal provides direct mail mer- 
chandising of its poster releases to 
its entire distributing organization. 

“Instruct your men,” he sug- 


gested, “‘to use care in not placing | 


another tire poster next to ours. I 
realize that Mr. Nunn’s Standard 
Oil Co. does not have separate 
programs for petroleum products 
and Atlas tires. Nevertheless, you 
who control the placing of sheets 
can help us both by avoiding the 
placement of competing tire show- 
ings on adjoining panels.” 

He closed by noting that the out- 


oy 


door medium cannot handle all the, book and a seven-inch unbreak- 


| 


contracts offered, and urged that able record for children for 25¢ 


advertisers be informed promptly | and the words, 
of the available facilities and that | from 


“Post's raisin bran,” 


the face of the package. 


all commitments then be carried|There is a choice of six stories 


out fully. 


GF Offers Record Albums 


General Foods Corp., New York, 


in the record albums. The offer 
will be advertised in comic sec- 
tions of newspapers throughout 
the country. Benton & Bowles, 


is offering a 24-page illustrated |New York, is the agency. 
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9 SALT LAKE TRIGUNE-TELEORAM 
*,6@ 


opens this prosperous 
4-State “Million Market” 


When you use The Salt Lake Tribune- 
Telegram your advertising reaches 


MORE THAN 


9 out of 40 families in the Salt Lake City ABC City Zone 


Population - 230,973 * Families - 59,224 
Tribune-Telegram Circulation - - 58,145 
-—— Per Cent Coverage - - - 98.1 


; 
210 1 


MORE THAN 
7 out of 40 families in the Retail Trading Zone 


Population - 466,224 ¢* Families - 119,801 
Tribune-Telegram Circulation - - 85,130 
Per Cent Coverage - - - 71.0 


families in the 4-State Trading Area 
Population - 996,000 « Families - 254,800 
Tribune-Telegram Circulation - ~- 123,223 
Per Cent Coverage - - - 48.3 


The Salt Lake Tribune-Telegram is among the first 
newspapers of the nation in depth of penetration of a 
4-state market. 


Sources: Population and Families, Sales Management’s 1948 Survey of 
Buying Power; Circulation, A.B.C. Publisher’s Statement, March 31, 1948. 


Che Salt Lake 
Crilume - Celegram 


Nationally Represented by O’Mara & Ormsbee, Inc. 
and Metropolitan Sunday Newspapers, Inc. 


QUICK FACTS 


about the 
“Million Market” 


Market center is Salt Lake City, geo- 
graphically independent of all other 
metropolitan centers. The Inter- 
mountain Empire is a 4-state uni- 


_ fied market, including all of Utah, 


23 counties in southeastern idaho, 
5 counties in western Wyoming and 
7 counties in eastern Nevada. 


<7 ee 


POPULATION 
Salt Lake City zone population — 
230,973; city and trading zone — 
466,224; 4-state market of the Salt 
Lake Tribune-Telegram — 996,000. 
Population increases since 1940 
census in the 3 areas are 29%, 10% 


and 11% respectively. 


"WEALTH 


A diversified economy assures con- 
tinued and soundly based growth. 
Four major sources of wealth: (1) 
Mining — world’s greatest non-fer- 
rous smelter center; (2) Agriculture 
and livestock — providing never- 
ending revenue cycle; (3) Manufac- 
turing —U. S. Steel Corp.'s new 
Geneva plant ushers in new indus- 
trial era; (4) Tourist Trade — more 
than 2% million visitors annually. 


The Salt take Tribune -Telegram’s 
“Million Market’ coincides almost 
identically with the wholesale trade 
area of Salt Lake City’s distributors 
and jobbers. Advertising placed in 
the Salt Lake Tribune -Telegram 
gives your Salt Lake orea represent- 
atives complete coverage of their 
market. 


HOW TO REACH 


This 4-state Salt Lake “Million Mar- 
ket” is dominantly served by the 


Salt Lake Tribune-Telegram, o truly 
home-. 


regional newspaper with a 
delivered family coverage three 
times greater than the other Salt 
Lake newspaper. 
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Maclean Appoints Fuller 

Richard Y. Fuller, formerly with 
McGraw-Hill Publishing Co. in 
St. Louis and Philadelphia, has 
been named eastern manager of 
Rock Products, published by Mac- 
lean-Hunter Publishing Corp. He 
will make his headquarters in the 
New York office. 


Lucas Names Bayless-Kerr 

Bayless-Kerr Co., Cleveland, has 
been appointed to handle the ad- 
vertising of Lucas Machine Tool 
Co., Cleveland, manufacturer of 
precision built horizontal boring, 
drilling and milling machines. 
Business papers, direct mail and 
other media will be used. 


market 
coverage 


ALLEN - KLAPP CO. ° 


«++ not only does The News-Sentinel offer ad- 
vertisers 99% home coverage of the City Zone 
but it also offers 43% coverage of all homes 
in its A.B.C. Retail Trading Area. 


THE NEWS-SENTINEL 


FORT WAYNE. INDIANA 
NEW YORK — CHICAGO — DETROIT 


‘Successful Farming’ 
Adopts Prewar Page 
Size, Other Changes 


Des Mornes—Successful Farming 
has returned to its prewar page 
size of 8% by 12” with the Novem- 
ber issue and in its latest series 
of improvements has adopted a 
heavier paper stock and cleaner, 
sharper headline type. 

Kirk Fox, editor of the Mere- 
dith Publishing Co. magazine, ex- 
plained to readers in his “Friend 
to Friend” page that the changes 
have no effect on Successful Farm- 
ing’s basic editorial policy, which 
is to cover the integrated operation 
of farming and home making. Its 
arrangement of articles, he said, 
“reflects your joint interests in 
the operation of the farm business 
and the farm home.” 

Other improvements and ser- 
vices adopted by Successful Farm- 
ing have included the first two, 
three and four-color covers; the 


, 4 Over 10,000 inquiries (not counting circulation mail) re- 
~ ceived per year, is proof your advertising will perform in 
| Ctlomoteve DIGEST 


First in (D> circulation - - First in readership 
First in reader response 


Over 100,000 Paid Circulation---Largest in the Industry 
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AN ACRE OF PERFORMANCE 1S WORTH 
A WHOLE LAND OF PROMISE 
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EAST 12th STREET 
INCINNATI, OHIO 


first reporting of monthly, compre- 
hensive polls of the farm family’s 
thinking; a recent booklet, “That 
Soil of Yours,” and the arranging, 
through 48 department stores in 
the Midwest, “of on-the-scenes 
help in beautifying your home.” 


Emery Adopts New Package. 
Display for Its Candles 


Emery Industries, Inc., Cincin- 
nati, has adopted a new “package 
of four” developed by Lippincott 
& Margulies, Inc., New York, for 
its new line of Jewels of Light 
candles. The package features a 
cellophane window die-cut in the 
shape of a flame, revealing the 
color and style of the candle. 

New merchandising units for re- 
tailers carry a full inventory, in- 
cluding the “take home” package 
of four Jewels of Light candles, 
the conventional dozen-size pack- 
ages of Emery Cameos, lower- 
priced candles, and the hand-made 
Ajello candles distributed by 
Emery. The display features a 
color-style-size selector to stimu- 
late impulse buying. 


Buys Canadian Firm 

John Dickinson & Co. Ltd., Aps- 
ley Mills, Hertfordshire, England, 
paper fabricating company has ac- 
quired Consolidated Specialties 
Ltd., Hamilton, Ont., and has 
taken an option on 14 acres in a 
new civic industrial site for future 
expansion. 


Lee Paper Names Goerl 

Lee Paper Co., Vicksburg, Mich., 
manufacturer of rag-content writ- 
ing, printing and technical paper, 
has named Stephen Goerl Asso- 
ciates, Inc., New York, to handle 
its advertising. Newspapers and 
trade publications will be used. 


Appoints McCormich 

Robert C. McCormich, former 
publicity. man for the Union 
Pacific Railroad, has been ap- 
pointed by Governor James H. Duff 
as public relations administrator 
for the State of Pennsylvania. 


KFMV Begins Operation 


KFMV, new Los Angeles FM 
station, went on the air Nov. 9 
with a four-hour dedication cere- 
mony. The station is owned by the 
International Ladies Garment 
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14 Papers to Issue 
Report on Consumer 
Buying Preferences 


MILWAUKEE—First results of t! . 
program for standardization 
consumer analysis surveys, cu-- 
rently being issued by 14 new .- 
papers, will be available early 
December when the “Thirtee» - 
Market Comparison of Consum:r 
Preferences” comes off the press. 

The group’s efforts toward un - 
formity were given further imp: - 
tus at a meeting of representativ: s 
of all 14 papers here last mont), 
when standardization of questions, 
charts and tables was discusse1. 

Copies of the report will be 
available from the Birmingham 
News Age-Herald; Columbus Di;- 
patch; Indianapolis Star; Illinois 
Daily Newspaper Markets of 
Springfield; Milwaukee Journc!|; 
Omaha World-Herald; Philade'- 
phia Bulletin; Sacramento Bev; 
Fresno Bee; Modesto Bee; St. Pau! 
Dispatch and Pioneer Press; San 
Jose Mercury Herald, and Seattle 
Times. 


Lang Promotes Stark 

Gertrude Stark, advertising man- 
ager of Harry Lang Mfg. Co., Min- 
neapolis, has been promoted to the 
new post of director of advertising 
and sales promotion, succeeding 
Carl Sharpe, who has resigned. 


Hamilton to ‘Fortune’ 


Charles W. Hamilton, former 
manager of sales development for 
Douglas Aircraft Co., Santa Mon- 
ica, Cal., has joined the adver- 
tising sales staff of Fortune in 
New York. 


Davis to Tracy, Kent 


M. M. Davis & Sons, Solomons, 
Md., builder of Cruise Along power 
cruisers, has placed its advertising 
with Tracy, Kent & Co., New York. 
Magazines, trade publications and 
newspapers will be used. 


Advances Farrington 


J. D. Farrington, assistant to the 
president of the Chicago, Rock 
Island & Pacific Railroad Co., Chi- 
cago, has been appointed executive 
assistant in charge of the public 
relations department. 


Workers’ Union. 


RST 


te planned promotion, programming and serv- 
= _ ice aimed to attract listeners in the rich 


EZ 


| AB 


No one ever got to first place 
by waiting at the gate. And 
WSGN gives you a fast start with 


Alabama market. Plan 
your race now 


over WSGN! 
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THE NEWS- 
Birmingham 2, Alabama Headley Reed National Reps. 
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Total Magazine 


hudience Data 
Needed: Dodge 


New YorK—Data on total maga- 
zine audiences, as distinguished 
from paid circulation, can be of 
value to an advertiser when it is 
shown in terms of prospects for his 


Four A’‘s Meeting 


products, according to Sherwood 
Dodge, research director of Foote, 
Cone & Belding. 

Mr. Dodge, speaking at the 
media session of the eastern con- 
ference of the American Associa- 
tion of Advertising Agencies, 
asked: “Why not express the audi- 
ence of each magazine in terms of 
dollars or pounds of our product?” 

Audience research, Mr. Dodge 
said, “should have made com- 
pletely clear ten years ago the 
characteristics of a magazine’s 
audience.” 

He outlined findings in an FC&B 
mail survey of 5,000 individuals 
covering “all imporiant maga- 
zines” on a six-month as well 
as‘an average issue basis. Secon- 
dary readership, FC&B found, 
“tends to be greater among 
younger people and, in weeklies, 
among people who are less well 
educated.” 


a Generally, however, similarities 
between primary and secondary 
readers are “relatively great. Bui 
infrequent readers also are ‘com- 
mercial’ and have to be counted.’ 
In some cases it was discovered 
that a second insertion in the same 
magazine would reach more new 
prospects for a product than ad- 
dition of a second magazine. 

Mr. Dodge praised Life’s recent 
study on the proportion of total 
national consumption of certain 
types of products consumed by 
Life’s readers, as “the most pro- 
gressive study made by any maga- 
zine” since the first annual Con- 
tinuing Study of Magazine Audi- 
ences, then financed by that 
magazine. “The trouble with audi- 
ence research,” he concluded, “is 
not that it goes too far but that 
it does not go far enough.” 


es H. H. Kynett of Aitkin-Kynett 
Co., Philadelphia, said that ‘‘quan- 
titative evaiuation (in terms oi 
ABC audits) is still the chief key, 
but media research no longer is 
confined to it.” He emphasized 
that media research is still more 


of an art than a science and 
that “the buyer’s judgment is 
important.” 


‘The Advertising Research Foun- 
dation, he pointed out, is a factor 
in a vital trend toward standardi- 
zation of media research. Adver- 


\ising agencies, Mr. Kynett showed, 


must work with publishers to 
idvance the value of media” and 
educe their costs. He cited the 
‘xample of one publisher who 
ound that the average call of one 
f his salesmen—including re- 
earch of sales promotion material 
repared for salesmen’s presen- 
ation—costs $23. 


a To the question, “How far 
hould the account executive get 
nto media selection?’’ Kenneth 
N. Plumb, vice-president of Fe- 
leral Advertising Agency, replied: 
‘(1) Far enough to be helpful 
o the media director; (2) far 
‘nough to get more help from the 
nedia.” 

The account man, however, he 
‘mphasized, should confine his 
ielp to “suggestions” to the media 
lepartment. When he sees space 
x time salesmen, he should limit 
iis activities to “helping to settle 
ontroversies” and to “obtaining 
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market research, sales promotion 
or merchandising assistance from 
the media where it is felt that this 
personal contact is important.” 
“If the account executive has 
given the media director the right 
information (and enough time) 
he should get all the material he 
needs to obtain the client’s okay.” 


s Walter C. Barber, Compton Ad- 
vertising, urged greater uniformity 
in media-sponsored surveys. In a 
recent batch of 18 surveys from 
various types of media, he ex- 
plained, 14 used age group clas- 
sifications. In the 14 were 31 
different age groups. Nine of the 
18 studies showed a breakdown by 
city size groups, but in the nine 
“there were 32 different classifi- 
cations of city size.” Similiar wide 
variations were shown in rental 
and occupational classifications. 
Some progress, he found, al- 
ready has been made in standard- 


izing certain reference data. A 
“remarkably high percentage of 
publishers,” for example, have ex- 
pressed willingness to adopt the 
Four A’s newspaper committee 
standard market data form for 
newspapers. 

The Four A’s media and re- 
search committees, Mr. Barber 
said, will act as a clearing house 
for suggestions from agencies to 
media in all fields. 

Ray H. Huhta of John A. Cairns 
Co. gave a case history of a 
$100,000-a-year advertiser whose 
problem, among others, was devel- 
opment of new outlets. In addition 
to trade and consumer advertising, 
25% of the expenditure went for 
merchandising. 

John J. Flanagan, media direc- 
tor of McCann-Erickson, presided. 


Athey Products Names Two 
G. O. Britton, assistant domestic 
sales manager, has been appointed 


41 


domestic sales manager of Athey | Cross Joins U. S. Radiator 


Products Corp., Chicago. E. 
Schlenk, formerly in the sales | J. O. Cross, formerly personnel 


division of Roy C. Whayne Supply |™anager of Kaiser-Frazer Corp, 
Co., has been named a district| Willow Run, has been appointed 
representative of Athey. Mr. director of industrial relations of 
Schlenk will take over the central |the United States Radiator Corp., 
territory. | Detroit. 


, a“ 


—_- 540 N. MICHIGAN AVE. © 185 N. WABASH AVE — 
—_— | ON. MICHIGAN AVE. © 111 E& DELAWARE ST. | 
as PHONE WHI. 5355 


OWNING AND OPERATING RADIO STATIONS WIPS AND WTPS FM 


Sl eee 
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Here's the right combination to 
stimulate quick-action results for 
your selling team in the South's 
greatest market... 


The powerful morning Times-Pica- 
yune, followed by the influential 
evening States...a combined 
city circulation that goes into 
180,947 of New Orleans’ 181,100 
homes! 


The consistent use of this quick- 
action morning-evening combina- 
tion will bring cash-register re- 
sults you'll cheer about! 


N. O. Homes 
181,100 
Combined A, M. & P, M. City 
180,947 
Sunday City 
154,586 


TOTAL CIRCULATION 
A. M. 166,960 Sunday 274,748 P. M, 92,145 
3 mos. ending Mar. 31, 1948 


New Orleans TWMES:P I 


\-JEMORNING 


CAYUNE and STATES 


%& SUNDAY EVENING 


© MEMBER A.NANetwork 


REPRESENTATIVES: JANN & KELLEY. INC. 
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Drops Heddon’s Account 

Paxson Advertising, Benton 
Harbor, Mich., has resigned the 
account of James Heddon’s Sons, 
Dowagiac, Mich., fishing tackle 
manufacturer. 


Malone Drops 2 Accounts 
Norman Malone & Associates, 
Akron, has resigned the accounts 
of Holmes Mfg. Co. of Ohio, 
Akron, and the Building Products 
Mfg. Co., Akron, effective Dec. 1. 


Names Eggers-Rankin 
Eggers-Rankin Advertising Serv- 
ice, St. Louis, has been named by 
Marlo Coil Co., St. Louis, manu- 
facturer of heat transfer equip- 
ment, to handle its advertising. 


Keats Advanced by BNF 


Nathan Keats, manager of news 
services, has been appointed to the 
newly-created position of assis- 
tant to the president of Brand 
Names Foundation, New York. 


Masonite to Acquire Marsh 


Masonite Corp., Chicago, man- |" 


ufacturer of wall board, plans to 
acquire 80 per cent of the stock of 
Marsh Wall Products, Inc., Dover, 
O., processor of wall board. 


Orange-Crush Names Ray 


Glenn Ray, formerly advertising 
manager of Whistle Co., St. Louis, 
has been appointed sales promotion 
manager of Orange-Crush Co., 
Chicago. 


WSIX has proved its sales ability to dozens of adver- 


tisers. And year after year these national, regional and 
local sponsors keep getting results they can measure from 
WSIX’s 60 BMB counties. 1,321,400* 


ABC AFFILIATE + 
and WSIX-FM + 71,000 W 
National Representative: 


MARKET, COVERAGE, ECONOMY 


ople in that coverage area spent $654,- 
B88.000* last year in retail stores alone. 
Go after your share via WSIX. 


*Projected from Sales Management, May, 1948. 


5000 W + 980 KC 
* 97.5 MC 
THE KATZ AGENCY, INC. 
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BARDY LINE—Glen Raven Knitting Mills reaches back to “Romeo and Juliet” to tel! 
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retailers, in this Women’s Wear spread through Modern Merchandising Bureau, thai 
the figures in Glen Raven hosiery are all on the plus side. ; 


Sales Promotion 
Gets Major Role 
at Four A‘s Meet 


New YorK—Merchandising and 
promotion departments of adver- 
tising agencies “must, before long, 
assume just about as important a 
spot in agency organization as copy 


Four A’s Meeting 


s 


and art have traditionally occu- 
pied,” Lawrence Valenstein, presi- 
dent of Grey Advertising Agency, 
declared at the first merchandising 
and sales promotion session of the 
eastern conference of the Four A’s 
here last week. 

Mr. Valenstein, chairman of this 
session, pointed out that “we have, 
today, a new selling trinity— mer- 
chandising, advertising and pro- 
motion. They must be conceived 
together and made to work to- 
gether.” 

Roland W. Welch, of McCann- 
Erickson, defined merchandising 
as “the determining and implemen- 
ting of marketing strategy.” He 
outlined, with slides, 10 merchan- 
dising factors which influence the 
effectiveness of advertising cam- 
paigns: the product, package, dis- 


Too many advertisers 


are content with boxtops 


from comics magazines... 


miss the adult market ( Kids are the most potent sales staff 


young people sell! 


( Most potently reached by comics magazines 


( Read by 85% of youngsters, 45% of their parents. 


( National Comics reaches 8 of 10 regular readers 


( At one-third the cost of general magazines. 


#Ri THE NATIONAL COMICS GROUP 


Represented by .. RICHARD A. FELDON & CO.. INC., 205 East 42nd Street, New York 


tribution, pricing, sales force, 
point-of-purchase promotion, 
sampling, premiums, contests and 
cooperative advertising with re- 
tailers. 


w Agencies, Mr. Welch - said, 
should recommend changes which 
may make products more success- 
ful. With the growth of self-ser- 
vice, especially in grocery stores, 
the package, among other things, 
should be an advertisement, easy 
to handle and, if possible, show 
product in use. The agency should 
help to merchandise the advertis- 
ing to the client’s sales force, and 
should also help to stimulate the 
sales force. 

He described premiums as “busi- 
ness bulldozers.” In using contests, 
he urged: “Make it easy to enter, 
keep the rules simple, make the 
first prize important, be sure to 
check on legality, and keep in mind 
that contests are for adults.” 

After a decline in use of cooper- 
ative advertising Mr. Welch noted 
“a general tendency to reconsider” 
its role. 


w After 12 years “on the other 
side of the fence,” William E. 
Palmer, who came to Benton & 
Bowles last year from Lever Bro- 
thers Co., noted that many sales- 
men “consider advertising to be 
costly, nebulous and ephemeral.” 
But “they still squawk like hell 
when they think they haven't 
enough advertising.” 

He asked agency executives to 
“be realistic in their attitudes to- 
ward client salesmen and their 
problems. After a hard week on 
the road, he explained, the men are 
brought into a stuffy hotel room on 
Saturday morning to see “a beau- 
tiful sales presentation with myr- 
iads of figures—millions and bil- 
lions of impressions.” But what 
each of them is concerned with is 
a market of 100,000 or 200,00) 
people: “Impressions must be 
translated as nearly as possible 
to territories.” 

Mr. Palmer criticized som2 


15 MILLION 
NEGROES 


MUST EAT AND DRINK 


And they have 10 billion dollars t 
spend! If you have food, drinks, cos- 
metics, liquor or any other product: 
to sell, the best way to reach the Ne- 
gro is through the Negro papers an 
magazines he reads with interest anc 
confidence. Advertising in these pa 
pers pays big dividends, for the Amer 
ican Negro is the most loyal custome 
in the world. For full information o 
this great market, write today t 
interstate United Newspapers, Inc., 54 
Fifth Ave., N. Y., serving America’: 
leading advertisers for over a decade 


NOTE: We now have facts compiled by th 
" Research Co. of America on bran 
preferences of Negroes from coast to coast 
the only study of its kind ever made. Write nor 
for this free information, 
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-gency-prepared sales portfolios as 
‘beautiful but not praetical,” and 
1 sually too long and involved. The 
sulesman usually gets only five 
n inutes of a retailer’s time. Agency 
men should get permission from 
tae client to work with salesmen 
ij. the field, calling on the indepen- 
cent retailers as well as chains 
end jobbers. With the right agency 
cooperation, he said, “salesmen 
will speak with the same pride for 
the agency as for the products they 
sell.” 

“When an advertiser spends $1 
for advertising alone, he gets back 
£0¢,” declared Thurman L. Bar- 
nard, Compton Advertising, Inc., 
“put when the advertising is 
backed by merchandising, he gets 
back 100¢.” 

He described how agency mer- 
chandising departments had aided 
different manufacturers: Analysis 
of one sales territory led to divid- 
ing the territory and both sales- 
men got as much business as one 
had had before. Spread across the 
country, this policy doubled the 
company’s sales and advertising in 
two years. 


s A manufacturer who had sold 
his volume to jobbers for their 
private labels was induced by his 
agency to put his own label on part 
of the output as a supplementary 
line. Within five years, without 
losing a single customer, the na- 
tional brand had replaced all the 
private labels. Agencies, Mr. Bar- 
nard said, have helped their clients, 
among other ways, in pricing new 
products profitably and in devel- 
oping new uses for established pro- 
ducts. 

John S. Grier of Young & Rubi- 
cam emphasized that agency mer- 
chandising people should have had 
experience both in selling at re- 
tail and as sales executives. Today 
they should spend 50% of their 
time in the field, analyzing mar- 
kets, learning retailers’ problems. 
Young & Rubicam, he explained, 
has had a merchandising staff al- 


most from the start of the agency. |. 


The staff now numbers 26 people. 

Agency policies as to whether or 
not to have a separate creative 
staff on sales promotion material 
appear to differ widely. Whereas 
Mr. Valenstein said that the Grey 
agency employs a separate staff 
just for this work, Mr. Grier 
pointed out that Young & Rubicam 
(which he describes as “a lot of 
little agencies”) uses the same cre- 
ative talent on sales promotion as 
for space advertisements. 

Grey charges no fees for mer- 
chandising work on “large, pack- 
aged-goods accounts,” Mr. Valen- 
stein said, in answer to a question, 
but does charge a fee in proportion 
to work done on small accounts. 


]WT Adds Loarie, Randall 

Bill Loarie, formerly a _ sales 
manager for Sears, Roebuck & Co., 
has joined J. Walter Thompson 
Co., Chicago, as service represen- 
tative, assisting Theodore P. 
Jardine on the Libby, McNeill & 
Libby and Bowman Dairy Co. 
accounts. Alan Randall, formerly 
assistant director of advertising 
and merchandising of Best Foods, 
Inc., also has been named service 
representative of JWT. 


Starts Insurance Ad Series 


Northwestern Mutual Life In- 
surance Co., Milwaukee, has 
launched a new series of ads 
based upon the experiences of 
orominent American business lead- 
ers. The first ad will appear in 
the Nov. 27 Time, followed by ads 
in The Saturday Evening Post and 


Successful Farming. J. Walter 
Thompson Co., Chicago, is the 
agency. 


To Wheeler-Kight & Gainey 
Wheeler-Kight & Gainey, Co- 
lumbus, O., has been appointed to 
handle the advertising of Globe 
Casualty Co., Columbus. The 
agency is currently handling the 
promotion of the client’s Juvenile 
Protection Plan, using weekly in- 
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Changes to Jordan Co. 


The name of Jordan & Lo Buono 
Advertising, Los Angeles, has been 
changed to Jordan Co. with the 
purchase of John Lo Buono’s in- 
terest by Paul R. Jordan. Mr. Lo 
Buono will remain with the agency 
as an account executive. The 
agency has formed a fashion divi- 
sion, with Dorothy Brinn, account 
executive, in charge. 


Gets Flavour Candy Account 


Phil Gordon Agency, Chicago, 
has been appointed to handle the 
advertising of Flavour Candy Co., 
Chicago. The initial campaign will 
feature Flavour’s one pound pack- 
ages of Chicken Bones, Michigan 
mints and Wisconsin Dairy But- 
ters. National magazines, point-of- 
sale material and direct mail will 
be used. 


Tomlinson Named A. M. 


Richard F. Tomlinson, who for 
the past two and a half years has 
been assistant to the advertising 
manager of Antara products, a 
division of General Aniline & 
Film Corp., New York, has been 
named advertising manager of the 
division. 


SEEYOU CAN BUY OVER A MILLION — 
MW MPROSPECTS FOR 36% LESS © 


The Eagle Magazine with 1,052,000 circulation, is 
the fastest growing fraternal publication in its field, 
and the following figures taken from Standard 
Rate and Data show that its rates are the lowest: 


RATES FROM JULY 15, 1947, SRDS 


MAGAZINE MAXIMIL MINIMIL 
ee «6 + « « a 3.56 
i 5.10 4.84 
Foreign Service . . «. 4,42 4.12 


8.24 7.84 


prices and prosperity! 


sertions in newspapers. 


They eat more... 


The coffee and toast breakfast, sandwich lunch, 
table d’hote and two lamb chops (for two) dinner... 
are light meals suited to city folks. With the 
farmer, meals are no light matter. 

Farm work isn’t done at a desk, takes muscle 
and motion through a long day, indoors and out. 
The whole family works. More calories are called 
for, heavier fare, larger portions. 

Hired man, extra hands, visitors, and neighbors’ 
kids raise the table attendance. The routine is three 
squares a day, every day. 


The farm family not only eats more, but buys 
more food than its city equivalent! The farmer grows 
vegetables, chickens, milk, eggs... but no coffee, 
tea, flour, sugar, cookies, cereal, rice, bouillon cubes, 
spaghetti, citrus fruits, chocolate frosting, cocoa, 
flavoring extracts, condiments, candies, cornstarch, 
sardines, etc., etc., etc. . 
leaves large orders when he comes to town. 

Too long neglected by national advertisers, 
the good farm family is today’s best food prospect— 
for luxuries and staples... earns four times as much 
as pre-war, isn’t price-pinched as much as city 
people! ... And the best farm families are 
SuccEssFUL FARMING’s 1,200,000 subscribers, largely 
concentrated in the Heart states... where soil, 
season, methods are best, yields largest, incomes 
highest — last year gross average income $9,890 
without government payments — $4,000 over U.S, 
farm average! After seven years of peak production, 


No advertising is national that misses this 
farm market ...and general media do miss most of 
it— ask for coverage figures ... And no national 
schedule is adequate without SuccessFuL FARMING! 

Get data and details from any SF office! ... 

Des Moines, New York, Chicago, Cleveland, 
Detroit, Atlanta, San Francisco, Los Angeles, 


.. And he likes large sizes, 
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Blatz Brewing Appoints 3 


Eric Edstrand, Atlantic division 
manager of sales of Blatz Brewing 
Co,, Milwaukee, has been promoted 
to eastern sales manager in charge 
of sales in a 20-state area from 
Maine to Florida. James H. Hall 
has been named head of the At- 
lantic division, with headquarters 
in Raleigh, N. C., and D. H. Suther- 
land has been appointed north- 
eastern division sales manager, 
with headquarters in New York. 


EXPORT @ © 
TRADE & SHIPPER 
Circulates in the U.S. A. 
It is read 
by Export Managers 
of 
LEADING AMERICAN 
MANUFACTURERS 


20 Vesey Street, New York 7, N. Y. 


Lindner Names F&SER; 
to Combine with Davis 


Lindner Co., Cleveland, now 
owned and operated by Allied 
Stores, Inc., New York, has named 
Fuller & Smith & Ross to handle 
its advertising. The company, 
which specializes in women’s and 
men’s fashions, will soon move to 
a larger building at E. 13th & Euc- 
lid Ave., where it will be combined 
with W. B. Davis Co., also owned 
by Allied Stores, as Lindner-Davis. 


Fullerton Joins Colle 


David B. Fullerton, with the cre- 
ative staff of BBDO, Minneapolis, 
since 1944, has joined the Alfred 
Colle Co., Minneapolis, to direct 
copywriting, planning and mer- 
chandising for the agency’s ac- 
counts. 


Plans to Plug New Carpet 


Bigelow-Sanford Carpet Co., 
New York, will introduce the new 
carpet with a foam-rubber base 
in a page ad in the February is- 
sue of Fortune and a list of hotel, 
theater and architectural business 
papers. Young & Rubicam, New 
York, is the agency. . 


Man Who Comes To Dinner 


Stalks Turkey 


He stalks turkey on his Maryland farm—and politicians 


on his Washington beat, deriving nourishment from the 


former and news from the latter. 


Feathers frequently 


fly as a result of his one-man campaigns against bureauc- 


racy—and his loyal nightly dinner-time audience shares 


many a meaty morsel. 


Currently sponsored on more than 300 stations, the Fulton 


Lewis, Jr. program is the original news “co-op.” It 


affords local advertisers network prestige at local time 


cost, with pro-rated talent cost. 


Since there are more than 500 MBS stations, there may 


be an opening in your city. 


audience for a client (or y 


If you want a ready-made 


ourself), investigate now. 


Check your local Mutual outlet—or the Co-operative 


Program Department, Mutual Broadcasting System, 


1440 Broadway, NYC 18 (or Tribune Tower, Chicago 11). 


‘are R. J. Billings Jr., Joseph Caver 
‘and Fred Sparks. 


Quits Coffee Bureau 

- Ruth Lundgren has resigned as 
\director of public relations of the 
Pan-American Coffee Bureau, New 
York. A successor has not been 
|named. 


Francisco Bay area market, which 
is conducted by Kellogg & Associ- 
ates for the Hearst newspaper. 


French Heads Four A’s Unit 


Oakleigh R. French, of Oak- 
leigh R. French & Associates, has 
been elected chairman of the St. 
Louis chapter of the American As- 
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Grade Teacher, The... 44.9 19,801 37.6 16,569 | Famous Funnies ee 9.0 3,483 7.0 2,709 
'‘Harper’s Magazine 80.2 12,689 23.5 9,850 | ‘Fawcett Comics Group 11.0 4,158 8.0 3,024 
errs ae as & 66.0 44,866 60.9 41,409 | "Harvey Comics...... 9.5 3,581 1.5 567 
House Beautiful ...... 226.0 142,826 203.4 128,531 | Marvel Comies Gronp: 
House & Garden ..... 190.3 120,274 166.9 105,46 (Total 3 units)...... 27.3 10,332 8.3 3,150 
Improvement Era 25.0 10,708 22.5 9,658 s Red Unit ......... 10.0 i ia To 
OEE csudsseenes 32.7 22,383 45.7 31,232 *Blue Unit ......... He _., Se ee 
Macfadden Men’s Grp.. 14.8 6,336 15.5 6,657 | ste Unit acekes 7 $276 eee eee ees 
Mechanix Illustrated 94.6 21,185 76.4 17,108 “Total b room aTOUp : e185 10.508 “8 aon 
Motor Boating ...... 71.8 42,226 15.2 44,210 ay Wenn Y seees 4 os 166 6.397 
National Geographic .. 51.5 12,257 49.0 11,662 *BI — pgebede 12.5 4725 6.5 ° 457 
Nation’s Business .... 37.6 16,109 41.3 17,717 ue Unit ........ Y — Here 
Nature Magazine .... 4.3 1,841 3.4 1,440 Se Pay x hk . 8, : 186 
OPM cornea Paar 28.0 19,040 28.3 19,210 — iroup © ae ~ es on 
Popular Fiction Group. 10.7 2,393 9.1 2,049 “Tes G Pe ilies 14 559 37 ; 516 
Popular Mechanics 199.4 44,660 196.3 43,974 Thrilling Comics Menes 40 , 512 Hy ieee 
Povular Science a “ : te 4 oo 
, —~* pal 184.7 41,368 161.0 36,064 | "True Comics ........ a 2.871 «61 2,053 
BEE SonceSoegs vee 31.9 13.665 40.9 17,563 Total Group ....... 107.2 41,195 61.8 23,761 
I de it a ake 11.8 5,061 14.5 6,343 ‘ 
Science Illustrated 27.7 11,615 22.3 9.365 Pn TORER i ae am pas 
Sport ...--ssseeeeeees 12.9 6.621 20.4 ae | Business Week ...... 367.8 154.495 280.2 117.682 
th SS 5 aa alg 91.5 38,434 85.0 35.693 | Busine é 
a an Christian Advocate 20.3 8,556 28.1 11,788 
Thrilling Fiction Group 17.1 3,822 18.0 4,027 aCollier’ 291.0 150 268 237 5 161'511 
Town & Country.... 97.2 65,817 126.6 85,099 JOUNCT Swe eee eeees . ’ ot. ' 
. SE Wg ode v4 eke 95.5 40,963 95.0 40,765 
NE es nba 36.3 15,551 55.4 23.775 | °¢ 
4 . BE: ae ts 6h vanierws 29.6 12,649 26.1 11,172 
er, lle ee aay ye oy SEIRE MMB. ..ccccsccccsess. 31.3 32.883 27.1 28,497 
Yachting ......---.-. i. a MS «bs Gcanecets 19.8 8.529 45.4 19.475 
Total Group ...... 2,600.1 1,277,117 2,633.7 1,310,443 i ees 861.2 245,586 380.3 258,624 
Re RORS eae 128.3 87,261 102.1 69,431 
WOMEN N - pdebaegendige 253.6 106526 283.1 97.917 
I io is oi nied 105.8 45,402 114.7 49,192 | anew York Times 
Family Circle: Magazine .......... 204.7 174,024 151.8 128,993 
Nat'l. ..........- 29.6 12,686 34.1 14,611 | anew Yorker ........ 382.1 163.925 314.8 135,054 
*All Editions....... 45.7 19,595 50.6 21,687 | Pathfinder 51.5 22.085 35.5 15,215 
8 SPSS 99.9 42,870 95.5 ——— 56.1 47.692 33.4 28402 
Good Housekeeping. one 200.0 85,804 187.3 80.340 *@Saturday Evening 
Harper’s Bazaar...... 155.1 97,997 202.3 127,875 08 “ial Sagan tc A 462.9 314.785 428.9 291,636 
Sea 24.0 16,851 28.9 20,236 | agatnrday Review of 
Household e6eeeegeese 54.8 23.407 46.5 19,956 Literature a 55.5 23,813 56.6 24,269 
*Intimate Romance.... 36.7 15,752 wwe new ws Scholastic ............ 35.3 14,845 50.0 21,016 
Ladies’ Home Journal. ° 166.8 113,394 176.6 120,062 Svortine News to 83.4 25,690 84.1 86.515 
Mademoiselle ......... 151.4 64,957 181.3 77,792 | aThis Week Magazine. 97.8 83,081 69.6 59,155 
atl I 95.2 64,710 103.2 PR ncn ecetasnt $24.6 136,326 311.9 130,996 
Modern °U. S. News & World 
Romances (MM).... 41.7 17,886 41.7 17,871 Serre 120.8 50.522 136.9 57,494 
Medere Seresa (MM).. S17 Tt 6S) iteue | Total Group ...... $448.6 2,010,485 3,156.4 1,823,591 
ne = AY any bs ‘ot has 27.9 11.986 31.8 13,645 *Not included in totals. *Larger page size ne Oe pr 
Sy Ds oc clakeesg eso 37.5 16,072 $1.1 13.348 | size 1948 *"November-December, 1948 issues combined. 1948, 12 
ie Stars Parad 36.8 15,818 29.9 12'829 | hooks: 1947. 13 books. "November-December issues combined. 
a — (KF). a) 34.2 14.669 41.9 17,956 | “October-November issues combined. *Five issues 1948; four 
r > © Beta : : issues 1947. 
4 hotter 47,559 114.0 48.962 | ~ x NW ADIAN 
Parents’ (Nat’l)...... 101.3 43,436 104.1 44,678 | + 
Personal Romances... 44.3 18,993 33.9 14,550 Canadian Home 
Photoplay (Mac)..... 51.2 21,954 61.0 26.184 ae neces 58.8 34,987 65.6 44,598 
Promenade béetocseosee 43.0 18,451 51.7 22,195 Canadian Homes & 
Radio & Television Gardens cae hk Ran ao 59.5 39,995 58.2 89,124 
Mirror (Mac)....... 87.6 16,122 38.9 16,700 | Chatelaine ........... 59.6 40,513 63.6 43,234 
*Real Romances...... 31.0 13.347 23.0 9.751 |] Maclean’s ............ 80.9 55,015 86.3 58,712 
eer 23.0 13,347 23.0 9.751 | Mayfair ............. 88.2 59,291 88.2 59,242 
Screen Guide......... 27.9 11,986 31.8 13.645 | National Home 
*Screenland .......... 23.4 10,028 22.1 9,485 ND oe oa 25.9 24,445 39.0 26,28 
Screen Stories........ 36.1 15.485 37.2 15,949 | ¢+*New Liberty ....... 30.1 BD i cite «ea 
EN © ic denxnes tous 31.5 13.303 23.7 9.983 | Revue Moderne, La 33.0 22,441 33.8 23,01! 
Seventeen ........... 114.6 77.922 101.9 69.313 | Revue Populaire, La .. 38.3 26,792 45.9 $2,151 
*Silver Screen ........ 23.4 10,048 21.0 9.026 | *Samedi, Le.. ...... 50.4 35,298 45.3 31,706 
Today’s Woman....... 38.8 16.658 21.2 9.089 | otal Group ...... 504.6 ~ 388,777 625.9 ~ 358,067 
True Confessions (F).. 50.9 21,854 50.7 21,748 +October linage. *Not included in totals. 
True Experiences *Canadian National Weekend Newspapers 
| == 37.9 16,270 41.0 17,592 (Rotocravure Linage) we ate a ie 
— al eee 37.8 16,226 839.3 16.858 12 — ; ; ' ‘ 63.3 63.275 one poy 3H 
True Romance (Mac). = 42.3 18,148 43.4 18.631 | Montreal Standard 71.9 71.953 56.5 56.664 
True Story........... 70.7 sesie tt senesi | Star Weekly ........ 17.9 73.982 81.7 17.582 
dl al ong FSIS ox ery 52.7 22625 | Total Group ........ 269.6 ~ 265.734 256.9 ~ 263,405 
wan "Rditions......__ 60.4 25.903 55.7 23.910 |  *October linace. 
sociation of Advertising Agencies 
Art Mart Formed in Dallas Adds Cigaret Survey Mr. French has served as tempor- 
The Art Mart has been formed at The San Francisco Examiner has ary chairman since the formatior 
308% N. Harwood St., Dallas, to| added reports on grocery store cig-| of the chapter in August. Jame: 
supply an art work subscription aret sales volume, rank and brand Wilson, of D’Arcy Advertising Co. 
service to advertisers and agencies | distribution to its “Monthly Gro-| and Frank A. Watts, of Watts Ad- 
” of the S sei 
throughout the country. Partners|cery Store Inventory” of the San | vertising Agency, have been name 


vice-chairman and secretary-treas- 
urer, respectively. 


To Oklahoma Tire & Supply 


Lawrence Pool, formerly wit! 
Advertising Associates, Dallas, has 
joined the advertising department 
of Oklahoma Tire-& Supply Co., 
Tulsa. 
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60,822 
383,49 


23,272 
27,549 
12,745 
13.041 


Video Recordings 
Will Link ABC's 
East and West 


New YorK—American Broad- 
casting Co. will use its television re- 
cording system, developed in co- 
operation with the Radio Corp. of 
America, to transcribe Elgin-Am- 
erican’s two-hour Thanksgiving 
Day telecast for airing on the mid- 
vestern network. 

This will be the first regular use 
of ABC’s video recordings. The 
network’s system is to record both 
picture and sound on 16 mm. film 
directly from the tube of the re- 
ceiver. Each half-hour telecast 
costs about $860; 35 mm. tran- 
scriptions of a half-hour telecast 
cost about $225. 

Frank Marx, ABC vice-president 
in charge of engineering, said the 
video recordings can be made 
available for television network 
use within an hour. 

“Bride and Groom” and other 
Los Angeles AM programs will be 
recorded for television use in the 
East and Midwest until network- 
ing facilities link the country’s 
stations. 

ABC demonstrated video record- 
ings of election night and “Club 7” 
to the press here recently. 


John J]. Anthony’‘s 


Back, for Norlon 


New YorK—John J. Anthony 
will return to his microphone job 
of minding everybody’s business 
but his own today (Nov. 22) at 8 
p. m., EST, over WMGM. 

Mr- Anthony will be on hand to 
straighten out the public’s marital 
problems in a format similar to 
that used in his previous network 
programs. The human relations 
counselor began his coast-to-coast 
broadcasts on Mutual in 1937. His 
last network sponsor was Carter 
Products, Inc., in 1946. 

Appropriately enough, his new 
sponsor on WMGM is Norlon Corp., 
maker of Sural, a medicinal pro- 
duct. 


Mullen Joins SSC&B 

John A. Mullen has_ been 
named supervisor and coordinator 
of radio and television copy for 
Sullivan, Stauffer, Colwell & Bay- 
les, New York. He formerly was 
director of radio copy at Doherty, 
Clifford & Shenfield and before 
that was vice-president of Benton 
& Bowles. 


Appoints Plunkett 

James C. Plunkett has been 
named assistant advertising mana- 
ger of the Columbia chemical di- 
vision of Pittsburgh Plate Glass 
Co., Pittsburgh. He formerly edited 
the “Electrical Merchandising 
News,” dealer publication of the 
residential sales department, Du- 
quesne Light Co., Pittsburgh. 


Derby Joins Viscose 

Thomas H. Derby, formerly with 
Maxson Food Systems, Inc., New 
York, has joined the market de- 
velopment department of Sylvania 
division of American Viscose Corp., 
New York. 


Plomb Tool Boosts Moule 

Thomas B. Moule, assistant di- 
rector of sales, has been named 
sales manager of Plomb Tool Co., 
Los Angeles. 


MARK 'ANDY Announces ra 


SCOTCH 
TAPE! 


SENT 
FREE 


POINT-OF-SALES big new idea — Scotch Tape | 


printed with your advertising sign... perforated 
between each message. BABY BILLBOARDS ready to 
tear off. Stick anywhere. No dispenser needed. Write 
Merk ‘Andy, Ing. of Ss. Lovis 22, Missevri, 


Advertising Age, November 22, 1948 


Nov. 29-Dec. 2. Financial Public 
Relations Association, 33rd annual 
convention, Hollywood Beach, Fla. 


Jan. 17-19. Newspaper Adver- 
tising Executives Association, an- 
nual convention, Edgewater Beach 
Hotel, Chicago. 

Jan. 23-26. Advertising Asso- 
ciation of the West, mid-winter 
conference, Santa Barbara, Cal. 
April 6-12. National Association 
of Broadcasters, 27th annual con- 
vention, Stevens Hotel, Chicago. 
April 20-22. National News- 
paper Promotion Association, an- 
nual convention, New York. 

May 23-25. National Federation 
of Sales Executives, annual con- 
vention, Stevens Hotel, Chicago. 


Sawdon Named Publisher 
Richard H. Sawdon, advertising 


manager of Giftwares & Homes- | tiring Dec. 31 as director of grocery ; chandising and F. L. Hart has been 

wares, Los Angeles, has been merchandising, because of ill | named director of dairy merchan- 

named publisher. health. Forrest L. Fraser has been | dising. Both appointments are ef- 
appointed director of grocery mer-| fective Dec. 31. 


Tinnerman Starts Drive 
Featuring Case Histories 


Tinnerman Products, Inc., Cleve- 
land, producer of speed nuts, speed 
clips, and speed clamps, has 
launched a new campaign featur- 
ing case histories under the title 
of “Speed Nut Savings Stories.” 

Ads are appearing in Business 
Week, Electrical Manufacturing, 
Iron Age, Machine Design, Modern 
Industry, Steel and other business 
papers. The agency is Meldrum & 
Fewsmith, Cleveland. 


CORRECTION 


The TRUE STORY advertisement 
which appeared in the November 1 
issue of ADVERTISING AGE stated 
that newsstand sales were up } 
21.8% (548,000 copies) October 
1948 vs. October 1947. Number of 
copies should have been 264,000. 


Olive Cooper Joins Pogue 


Mrs. Olive M. Cooper, who for 
the past seven years has been ad- 
vertising manager of Madigan’s, 
Chicago specialty store, has joined 
H. & S. Pogue Co., Cincinnati, in 
the same capacity, effective Jan. 1. 


Reock Retires trom Kroger 


Frank L. Reock, with Kroger 
Co., Cincinnati, for 25 years, is re- 
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WINDOW SIGNS « VALANCES ¢ TRUCK LETTERING & ILLUSTRATIONS ) 
NAME PLATES « TRADE MARKS * DECORATIONS © SKILLED ART & TECHNICAL SERVICE 


AMERICAN D 


ECALCOMANIA CO., INC. 


Offices in ali Principal Cities 
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PEOPLE ARE ALWAYS TRYING to get you to attend meetings, lunch- 
eons, and what-not. Now it’s the Chicago Federated Advertising 
Club (hereinafter called the ad club) that is working on you. 


The ad club has been putting on an annual Christmas party 
luncheon benefit for the Off-The-Street Club, since the time where- 
of the memory of man runneth not to the contrary. 


This year the big blow-out will be held in 
the Grand Ball Room of the Stevens Hotel, 
at 12 moon, Thursday, December 16. 


But you’re hard-boiled. You act on the basis of logic, not senti- 
ment. Why should you attend this party, just because a large part 
of the money will go to help a lot of kids? 


The ad club points out that the Off-The-Street Club is making 
good citizens out of boys and girls who, without that institution’s 
facilities for wholesome recreation and guidance, might grow up 
to be criminals. They say the club operates in a neighborhood 
with a very high juvenile delinquency rate, and has helped hun- 
dreds of boys and girls to do right by giving them somewhere to go 
and something to do. The ad club Christmas party benefit is one 
of the principal financial supports for this work. 


But that sounds sentimental and you’re hard-boiled. Let’s have 
some cold facts. The food will be good, and that’s a sensible argu- 
ment in favor of going. Many of your friends will be there, and 
that’s another good point. The program will be something special. 
A lot of surprising talent right out of the advertising ranks. A 
group of talented kids from the Off-The-Street Club. A high- 
powered committee is burning the midnight oil over the entertain- 
ment, planning to have a bang-up offering, and still hold down the 
time so the whole party will not keep you away from your work 
all afternoon. And there will be a whole bag-full of prizes for you. 


The fact is, you’ll have such a good time you'll forget you’re 
contributing to the welfare of the kids just by being present. That 
is, if you come. 


Here’s a hard-boiled, strictly business point of view. You could 
make a list of persons you wish to impress or entertain. You prob- 
ably could fill a whole table. There’s the fellow from the South Side 
whom you haven’t been able to see the last four times he called on 
you. And the one you asked to estimate on a 
printing job, just to help you check on your 
established source. And the general manager of 
that company you heard wasn’t satisfied with 


its present agency. There are lots of folks you could entertain— 
and put it on your expense account. Some of them might be simple 
enough to get a kick out of the charitable aspect of the affair. And 
others might be impressed by the price of the tickets. 


That’s cold blooded, isn’t it? That’s factual. The trouble is, we 
shouldn’t have dropped in at 2413 West Jackson to look over the 
Off-The-Street Club the day we were going to write this copy. Be- 
cause we remember some of the kids we saw. And what a wonderful 
time they were having. 


They looked like any other bright kids. Eyes sparkled as they 
shot questions at a member of the club staff, and you could see 
they thought she was pretty grand. There was excitement in their 
voices as they recalled the thrills of their Hallowe’en party. In the 
gym some boys were throwing basketballs at the hoop. Other kids 
were in the library, reading carefully selected books. Still others 
were starting a tap dancing lesson. 


They looked like other kids their age whom we know— just good, 
square American kids. They didn’t look underprivileged. They’re 
NOT underprivileged, so long as they have a place like the Off- 
The-Street Club. They ARE good, square American kids, because 
the club is helping them to be just that, in spite of their environment. 


The club has about a thousand members, ages mostly from 9 to 
14, representing about 600 families in an area of a half-mile radius. 
Among the activities provided are movies, television, ping pong, 
checkers, jig saw puzzles, dramatics, handicraft, a literary club, 
a choral group, and classes in cooking and sewing. Piano lessons 
are available. There is a nursery where older brothers and sisters 
(and parents) can park the real young ones. A full-time athletic 
director helps with boxing, wrestling, basketball and other sports. 


Proceeds from the ad club Christmas party benefit will go to- 
ward keeping up the Off-The-Street Club, and for improving and 
developing its weekend camp and athletic field, where many of 
those kids have their only chance to get out in the country and 
see what trees and grass look like and what the song of birds 
sounds like. 


We’ve broken down and become enthusiastic and sentimental, 
and we do want you to come to the luncheon party benefit, after 
all. So, figure up how many tickets you want and send your check 
($10 a plate) to the ad club. Any way you look at it, it will be a 
good investment. And, hurry, because the crowd is limited to 
1,500—and if you think that’s a gag, you’re wrong! 


the Chicago Federated Advertising Club 


139 North Clark Street 


Written by John Hall Woods Chicago 2, Illinois 
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HOUSEHOLD FINANCE SIGNS FOR TV—Household Finance Corp., Chicago, com- 

pletes the deal for purchase of 70 hours of hockey games on WW4J-TV, Detroit. Left 

to right are: J. G. Cominos, vice-president and radio director, LeVally, Inc.; Bill 

Walbridge, sales manager, WW4J-TV; Newell T. Schwin, advertising director, House- 

hold Finance, and George Hollingbery, George P. Hollingbery Co., representative 
of the station. 


AGENCY HEADS—Gordon E. (Pinky) Hyde of Federal Adver- 
tising Agency, chairman of the Four A’s New York Council 
center) sums up the day’s session, before dinner, with (left to 
right) Thomas D’A. Brophy of Kenyon & Eckhardt, chairman of 
the board of the Four A’s; Wesley M. Ecoff of Ecoff & James, 


Philadelphia, chairman of the Atlantic Council; Howard L. 
Fisher, Rickard & Co., New York; Lawrence Valenstein, Grey 
Advertising Agency, New York; Frederic R. Gamble, president 
of the Four A’s, and Paul B. West, president, Association of 
National Advertisers. 


SSS seas 


Oe cet 


— 
MIAMI AD CONTEST—Looking over plans for the essay contest to be conducted 
by the Advertising Club of Greater Miami Nov. 11-Dec.13 are, standing (left 
to right): Josh Ellis, assistant to the secretary of Florida Power & Light Co.; 
Robert J. Alander, advertising director, Miami Daily News; Richard E. Hinman, 
president, Hinman Photography, and Charles Schwartz, advertising director, Fuchs 
Baking Co. Seated (left to right) are: School Superintendent James T. Wilson and 
Horace W. Scott. account executive of WGBS, Miami, and chairman of the essay 
committee. 


OAA RECEIVES AWARD—Rep. Clifford Davis (Tenn.), left, presents a National 

Safety Council award for service to traffic safety at the Memphis convention of the 

Outdoor Advertising Association. Receiving the citation are Frank Dunigan, Brinkman 

Corp., Fort Wayne, retiring chairman of the OAA board; Hen Johnston, Hen 

Johnston, Inc., Reading, Pa., newly-elected chairman, and Myles Standish, Standish- 
Barnes Co., Providence, newly-elected president of the association. 


Is 

EASTERNERS AT OAA—In Memphis for the convention of the Ouldoor Advertising 

Association are (left to right): Edward C. Donnelly Jr., president, John Donnelly & 

Sons, Boston; John Stahbrodt, Poster Advertising Co., Rochester, N. Y.; John Donnelly, 

vice-president, John Donnelly & Sons, and Parker James, executive vice-president, 
Standard Outdoor Advertising, Inc, New York. 


CONVENTION NEWS—Carmage Wells of the Times, Gadsden, Ala., president of 
General Newspapers, Inc., and L. E. Mansfield, southern representative of Inter- 
national Paper Sales Co., Atlanta, look over the convention supplement published by 
the St. Petersburg Times for the Southern Newspaper Publishers Association’s meeting. 


ABP and PPA—Two heads of publishers’ 

associations—Andrew J. Haire of Haire 

Publishing Co., president of Associated 

Business Papers (left), and Frank Braucher, 

president of the Periodical Publishers 

Association, compare notes at the Four 
A’‘s conference in New York. 


AT OAA MEETING—W. Rex Bell (left), 

of the Three B Co., Terre Haute, Ind., 

former president of the Outdoor Adver- 

tising Association, poses with L. M. Price, 

Atlanta manager of General Outdoor 

Advertising Co., general chairman of 
the Memphis convention. 


REGISTER FOR SNPA SESSIONS—Waiting their turns to register at the Southern 

Newspaper Publishers’ convention are: W. H. Griffin, sales director, Merganthaler 

Linotype Co., Brooklyn, N. Y.; Charles T. Coffin, general manager, Miami News, and 
Walter Murray, publisher of the Index, Mineral Wells, Tex. 


Ls 


ELECTED BY SNPA—Among the officers of the Southern News- treasurer, Dallos News, directors; Mrs. Oveta Culp Hobby, 


paper Publishers Association, elected at the St. Petersburg 
convention (AA, Nov. 15) are, left to right: Carter Glass Jr., 
publisher, Lynchburg News and Advance, and M. M. Donosky, 


Houston Post, president; Ralph Nicholson, publisher, New Orleans 
Item, reelected treasurer, and Clarence Hanson Jr., Birmingham 
News and Age-Herald, director. 
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HELP WANTED 

FRED J. MASTERSON 
ADVERTISING & PUBLISHING 

PERSONNEL 

Executive—Creative—Adv. Sales 
Resumes confidentially considered 

185 N. Wabash FR 2-0115, Chicago 

Direct Mail Copywriter— 
for Chicago Publishing Company 


Want young man with direct mail experi- 
ence to take over mail circulation spot. 
Must have imagination, initiative, and 
writing ability. Position offers great 
opportunity to test ideas and handle all 
aspects of large direct mail operation. 
Very good salary to start. Right man 
will certainly advance financially and 
executively. Interviewing now. All ap- 
plications will be kept confidential. 
Write qualifications or call Personnel 
Director, Esquire, Esquire Building. 
Chicago 1, Illinois—Dearborn 2-7676 


“ADVERTISING & PUBLISHING 
ALL TYPES OF POSITIONS 
Sales—Creative—E xecutive 
Consult our H. R. Hazard 
GEORGE WILLIAMS CO. —Personnel 
209 S. State St., Ha 7-2063, Chicago 


Wanted—Calendar Line Builder. Exclusive 
calendar house needs an experienced man 
to take charge of building its calendar 
line. Swell opportunity for the right man. 
Box 9871, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Il. 
WANTED—SALES EXECUTIVE 
We have a large field selling force. We 
need a man to handle part of it. Should 
be promotion minded and able to write 
good enthusiastic sales letters which will 
get results. Chance for advancement if 
you do a job. Can you do it? Write: 
Box 9872, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Il. 


Printing and Typography Salesman for 
progressive firm. Unlimited opportunities 
for right man. Drawing account against 
commissions. All replies in complete 
confidence. 

Box 9879, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Il. 


CHOICE DISPLAY SPACE 
seus, SELLS, SELLS. 
get it with 
ADVERTISING MIRRORS 


MIRRO-PRODUCTS COMPANY 
High Point 2, North Caroline 


~ | Greative Layout Man with broad back- 


ace over 5 inches apply on display 


' POSITIONS WANTED 


| ground in the graphic arts, relative to 
merchandising, seeking connection with 
large or medium size agency. 
Box 9876, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


Advertising Photographer—lIllus., fashion 
color background. Desires Chicago conn. 
Box 9877, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 
COMMERCIAL ARTIST 
Experienced trade paper commercial artist 
and copy man with own New York office 
can do additional work for magazine pub- 
lisher or advertising agency. 


Box 9878, ADVERTISING AGE 
330 W. 42nd St., New York 18, N. Y. 


REPRESENTATIVES WANTED 
DO YOU SELL SIGNS? 
Manufacturer of Advertising Mirrors, 
Glass Signs, Illuminated Signs in quant- 
ity, seeks representative now handling 
point-of-sale promotional material. Ter- 
ritory openings in Massachusetts, East- 
ern Pennsylvania, Louisiana, Iowa, Neb- 

raska, and Southern Illinois. 
MIRRO-PRODUCTS COMPANY 
HIGH POINT, NORTH CAROLINA 


Nationally-known lithographer of high- 
class color work needs aggressive, on- 
the-spot representation in the Chicago 
area. Our quality line of halftone 
twenty-four sheet posters, outdoor 
tackers and mounted displays can suc- 
cessfully be added by a man already 
handling a non-competitive line of ad- 
vertising specialties. If you’re the man 
we’re looking for, write today giving 
complete particulars of your experience, 
family data and present connections. 
Replies treated confidentially. 

Box 9852, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Il. 


“MISCELLANEOUS 
Life Magazine From Beginning—1936 to 
Date. Most issues bound; complete index. 


Bargain for art service, agency, library. 
Girder, Room 508, 60 E. 42nd N. Y 


ADVERTISING AGENCY WANTED 
Will purchase for cash, merger or name 
your offer. Chicago area only. Replies 
held in strict confidence. Write: 

Box 9862, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


Mailing Lists, West Coast. Or national. 
Manufacturers, 


industries, retailers, indi- 
viduals, professionals. Guaranteed reli- 

lable sources. Les B. Finkle Advertising, 
1201% S. Ogden, Los Angeles 35. Calif. 


MANAGER MARKET RESEARCH and TWO MARKET 
RESEARCH MEN FOR ADVERTISING AGENCY 


This is an exceptional opportunity with an old-estab- 
lished Chicago agency. The man sought for the 
manager's job can be presently in a second spot, 
but ready to assume full departmental responsibili- 
ties. He should have had at least 7 years’ actual 
experience, in addition to academic training. Ex- 
perience in marketing consumer appliances will be 
helpful. The two juniors can have less experience, 


but also should have tho 


All three should have stable, dependable person- 


alities, and the ability to 


our organization and clients. All salaries will be 
commensurate with ability and experience. Answer 
Your letter will be held in 


in complete detail. 
strict confidence. 


Box 7212, ADVERTISING AGE 


100 E. Ohio St., 


rough academic training. 


work cooperatively with 


Chicago II, Ill. 


Are you a five figure 
sales promotion man? 


lf so, a one-in-a-hundred 
opportunity is waiting for 
you provided you really 
have what it takes — 
ability, experience, per- 
sonality, freedom to 
spend half your time in 
the field, and the know- 
how that will soon double 
your starting salary. 


Write complete informa- 

tion only if you can meas- 

ure up to a big job with | 

a big organization! | 
Box 7213 | 

ADVERTISING AGE 
100 E. Ohio St. | 
Chicago 11, Ill. 


| cessful campaigns, preferably should have 
| held key copy job such as we offer. Our 
| representative can visit you for confi- 
| dential interview. If interested send out- 


ARE YOU THE PUBLISHER? 


Somewhere, perhaps in the middle-west 
an established publisher is thinking a 
change in Eastern representation is nec- 
essary. 


A good salesman won't do, he must be 
exceptional. A man with contacts, vital- 
ity of youth but the experience of matu- 
rity. This man must have a car, be willing 
to travel, work on commission, have an 
office and restrict his responsibility to 
two publishers. 


Above all this man must prove a record 
of creative selling. Not on just one book 
but several and in different fields. The 
requirements are so exacting probably no 
more than five men could qualify. If you 
are that publisher write to Box 27215, 
Advertising Age. 


330 W. 42nd St., New York 18, N. Y. 


TOP COPY WRITER WANTED 


Long established 4-A Minneapolis Agency 
serving big national consumer accounts 
wants top creative writer. Must have 
record of planning and executing suc- 


line your experience to 


Box 7209, Advertising Age 
100 E. Ohio St., Chicago 11, Ill. 


MISCELLANEOUS 


Owner of Small Established Chgo. Agen- 
cy with complete production facilities 
would consider merging with local indivi- 
| dually operated agency. Object bigger and 
better business. Reply held confidential. 

Box 9866, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


Professional Magazine for Sale—Publisher 
has been taking out $25,000 a year. 
Price $50,000. 

Box 9880, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 
DO YOU WANT A NEW YORK OFFICE 
FOR YOUR ADVERTISING AGENCY? 
Agencyman will run NYC branch for you. 
Minimal cost.H.K.Simon, 59 ParkAve.N.Y. 


Gould-Lawrence-Schaar 
Agency Formed in L. A. 

Gould-Lawrence-Schaar, adver- 
tising agency, has been organized 
in Los Angeles, with offices at 
3757 Wilshire Blvd. and studios at 
439 S. Western Ave. Jerome Gould, 
free-lance artist, is the agency’s 
art director, and Manning Law- 
rence, free-lance photographer, is 
in charge of the photographic de- 
partment. Edward Schaar, for- 
merly in charge of sales and ad- 
vertising for Schaar & Co., Chicago 
nmranufacturer and distributor of 
laboratory equipment, will head the 
copywriting and market research 
departments. Mr. Schaar will con- 
tinue to have an interest in the 
Chicago company. 

The new agency has acquired 
several accounts which previously 
had been handled by one of the 
partners, among them General Mu- 
sic Corp., Magnatone Sales Corp. 
and Pacific Music Supply Co. 


‘Times’ Boosts Goldstein 

Nathan W. Goldstein, who started 
with the New York Times 24 years 
ago as an office boy and worked 
his way up to executive assistant 
in the business office, has been 
named circulation manager of the 
newspaper. 


a. 
’ 


Foote Bros. Names Brown 


_R. C. Brown has been appointed 
director of sales of Foote Bros. 
Gear & Machine Corp., Chicago. 


FIVE MEN 
OF GOODWILL 


Five seasoned public relations 
specialists, average age 42, have 
spent a total of 12 years, cov- 
ered the 48 states and D. C., 
traveled 600,076 miles and 
earned about $160,000 servic- 
ing a national account for one 
of New York’s largest, most 
respected advertising agencies. 
This job—success of which is 
heavily documented by top in- 
dustrialists, government offi- 
cials and the press—is now 
completed. Rather than disu- 
nite and thus destroy a cosmic 
rarity—a poised, quintuple 
team of stable, able doers whose 
temperaments and talents, by 
the Grace of God, blend in har- 
monious quintessence — we’ve 
decided to stick together. And 
we now offer our combined 
services to any legitimate or- 
ganization seeking self-start- 
ing manpower geared to gener- 
ate goodwill through personal 
contact and the nation’s press. 


Our salary: $12,500 each, plus 
travel and entertainment ex- 
penses. 

Spokesman for the group will 
be in New York for interviews, 
November 15th, ’til December 
15th. 


BOX 429, GRAND CENTRAL 
ANNEX, NYC 


ASSISTANT TO SALES MANAGER 


Sales Manager of leading business 
paper in one of the country’s biggest 
and most essential industries needs a 
man between 25 and 35 who is capa- 
ble of taking responsibility and han- 
dling a heavy volume of work. 


College education desired. Experi- 
ence in business paper publishing 
including sales research, promotion 
and sales correspondence necessary. 
Write fully education, age, experi- 
ence, salary desired, etc. 


Box 7214, ADVERTISING AGE 
100 E. Ohio St., Chicago il, Ill. 


National 


At AA's suggestion, 
Distillers is planning to present 
Arch Crossley, George Gallup and 
Elmo Roper with a bottle and a 
statuette apiece of Old Crow. The 
thought was that maybe the poll- 
ers have had to eat enough crow, 
and they might find it refreshing 
to drink some of it. 

s**t 

A McGraw-Hill executive em- 
phatically denied the report that 
the publishing company was stuck 
with more than 20,000 copies of a 
book on the life of Dewey by Stan- 
ley Walker, called “Dewey, An 
American of This Century.” He 
told AA that the book was pub- 
lished in September, 1944, with an 
advance of 26,000 copies and only 
2,635 copies were received back 
from the book stores. He said the 
book went out of print last May 
because they couldn’t locate the 
author to bring it up to date. 

* * * 

One item on the agenda of an 
association representing one of the 
nation’s largest industries, at a 
meeting scheduled for New York 
on Wednesday, Nov. 3, was a con- 
templated research program. 

When the chairman came to “re- 
search,” he said, “Let’s skip it,” 
and the others agreed without dis- 
cussion. 

The association is a Hill & 
Knowlton public relations client. 

** * 

With its movie business declin- 

ing and competition increasing 
from radio and television papers— 
notably Sponsor, which is prepar- 
ing to go from monthly to fort- 
nightly soon—Variety is starting a 
promotion campaign on the theme, 
“The international hallmark of 
show business.” 
Variety may even get around to 
helping its space peddlers by re- 
vealing its circulation for the first 
time in 43 years. Currently its cir- 
culation is reported at more than 
100,000. 

* * & 
Kaiser-Frazer definitely is not 
going to sell automobiles through 
Sears, Roebuck. This rumor arose 
from discussions which the Fleet- 
wings division, Bristol, Pa., of 
Henry J. Kaiser Co. had with 
Sears on handling sink units and 
dishwashers. 

Reports that William H. Wein- 
traub, Inc., is pushing Morris F. 
Swaney, Inc., out of the K-F 
agency picture also are denied. In 
addition to handling the Walter 
Winchell show on ABC Sunday 
nights for K-F, starting Jan. 2, 
Weintraub is the agency for two 
daytime shows on Mutual, “The 
Thin Man” and Guy Lombardo’s 
orchestra, which K-F has just be- 
gun to sponsor. How long K-F will 
have them is anybody’s guess. 

Meanwhile, Swaney continues to 


company executives emphas +. 

that “We'll need all the age », 

help we can get.” . 
* *¢¢ 

Under its new president, D :\. 
Ecton of TWA, and newly-. »- 
pointed executive director, Fri 
Frazer, the Direct Mail Advertis ig 
Association is stepping out to ». 
crease “recognition” of DMAA ¢ i 
the direct advertising medium. 

At a past-presidents’ meeting iy, 
New York the other day, it was 
pointed out, for example, that ‘he 
heads of every major advertis ny 
association, except the DMAA, sat 
at the speakers’ table at the anna! 
banquet of the Association 0; 
National Advertisers in New York 
last month. 

Mr. Ecton has appointed a com- 
mittee of three to determine more 
accurately the annual volume oj 
“direct advertising,” which DMAA 
recently has guesstimated at about 
$700,000,000. This figure includes 
store and home-distributed litera- 
ture, etc., as well as direct mail. 
On the committee are Ed Mayer 
of James Gray, Inc., New York: 
Leonard Raymond of Dickie-Ray- 
mond, Boston, and Henry Hoke of 
the “Reporter of Direct Mail Ad- 
vertising.” 

** 

All was not gall for the election 
pollers. A day or two after 
Nov. 2 a leading New York news- 
paper called Archibald M. Crossley, 
Inc., said they, too, made some 
bum election guesses and could 
appreciate how Crossley felt, and 
how would Crossley like to tackle 
a new research job for thern? 

* *¢ * 

With William Randolph Hearst 
now 85, but still active, the dope- 
sters are busy picking a new ruler, 
if not owner, of the Hearst pub- 
lishing empire. W. R. Hearst Jr., 
publisher of the New York Jour- 
nal American, is said to occupy a 
sort of favorite son status. But the 
active head of the empire would 
be Jacob D. Gortatowsky, 62, who 
runs the newspapers; Mortimer 
Berkowitz, 61, publisher of The 
American Weekly, or Richard E. 
Berlin, 54, president of Hearst 
Magazines—with the odds favor- 
ing Berlin. 


Breeze Joins ‘World-Herald’ 
Joseph F. Breeze has resigned 
as business manager and adver- 
tising director of the Indianapolis 
News to join the Omaha World- 
Herald as business manager, effec- 
tive Nov. 29. 


Gypsum Appoints Hekking 

Ernest A. Hekking has been ap- 
pointed head of the newly organ- 
ized sales promotion department o! 
the National Gypsum Co., Buffalo. 


Vladimir Gets Shoe Account 
International Shoe Co., St. Louis, 
has placed its export advertisin; 


place all the rest of K-F’s esti- 
mated $7,000,000 for 1949, and | 


with Irwin Vladimir & Co. of I 
linois, Inc., Chicago. 


WANTED 


Aggressive, 


bonus basis. And, if $75,000 to $ 


NOW! 


Box 7210, 


PRINTING SALESMAN 


One of America's largest advertising printers has an opening 
for a successful salesman with experience in this line, in the 
New York or Philadelphia area. His income will be on a salary and 


added to our business as a result of his ability and efforts, they will 
not go un-rewarded. The opportunity is excellent. If your experience 
and qualifications fit our requirement, please write in confidence, 


ADVERTISING AGE 
330 W. 42nd St., New York 18, N. Y. 


Ambitious 


100,000 in yearly billings can be 
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Truman’s Erection 
of Wall St. Bogey 
Vexes Merrill Lynch 


New Yorxe—“Mr. Truman knows 
as well as anybody that there isn’t 
any ‘Wall Street.’ That’s just le- 
gend. Wall Street is Montgomery 
Sireet in San Francisco, Seven- 
teenth Street in Denver... and it’s 
any spot in Independence, Mo., 
where thrifty people go to invest 
their money, to buy and sell securi- 
tie 

This was an excerpt from a Mer- 
rill Lynch, Pierce, Fenner & Beane 
ad, which last week noted that the 
proker is tired of the alarms of the 
last week (which sadly depressed 
the market), said the broker be- 
lieves in the judgments of the Am- 
erican people, and admitted that 
the President’s revival of the Wall 
Street tycoon as a bogey “riled” 
MLPFB. 

“The greatest industrial machine 
of all times is still going—and go- 
ing at a record rate,” the copy 
said, and MLPFB quoted an unus- 
ual scource for a broker—‘“‘We have 
nothing to fear but fear itself.” 

The copy ran in newspapers of 
Atlanta; Austin, Tex.; Boston; 
Charlotte, N. C.; Chicago; Cleve- 
land; Detroit; Denver; Kansas City; 
Los Angeles; New Orleans; New 
York; Philadelphia; San Francisco; 
St. Louis and Washington—and In- 
dependence, Mo. All but Indepen- 
dence have MLPFB branch offices. 

Albert Frank-Guenther Law, 
Inc., is the agency. 


Shapira Tells Milk 
Group To Keep Pace 
with Soft Drinks 


Des Mornes—Richard S. Shapira 
of The American Weekly, Chicago, 
told the Iowa Milk Dealers Associ- 
ation and the Association of Ice 
Cream Manufacturers of Iowa they 
are “a generation behind the times” 
in sales promotion of their pro- 
ducts. 

Mr. Shapira urged them to im- 
prove and extend their advertising 
and merchandising and pointed out 
that milk and ice cream producers 
have failed to keep pace in adver- 
tising with manufacturers of soft 
drinks and various kinds of des- 
serts. 

“You must create a desire in 
people to drink more milk for its 


300.000 
BONUS! 


During the season now started over 
300,000 people from every part of the 
U.S.A. and Canada will visit the 
“Sunshine City” 


ST. PETERSBURG 
FLORIDA 


St. Petersburg offers you all these 
visitors in addition to the 100,000 city 
permanent population. Take advan- 
tage of this $120,000,000 Retail Market. 
At this time of the year spending is 
at its peak! 


YOU NEED 
Che Evening 
Independent 


The Sunshine Newspaper 
to cover the 
St. Petersburg Market. 
Represented Nationally by 


DeLISSER, INC. 


New York Philadelphia 
Chicago Ailanta 


sheer goodness,” he said. “And 
you must make ice cream dessert 
synonymous with meals.” 

He urged the producers to em- 
phasize the goodness of milk rather 
than its nutritional value. People 
eat things they want, not what is 
good for them, he said. 

Howard Grant, editor of Ice 
Cream Field, suggested the ice 
cream producers turn to the movie 
theaters for a new outlet for their 
product. He pointed out that U. S. 
movie houses last year sold $500,- 
000,000 of candy and that there is 
no reason why ice cream should 
not be sold at movies. 


Guinness Names Agency 


Arthur Guinness Son & Co., 
New York, has appointed Hewitt, 
Ogilvy, Benson & Mather, Inc., 
New York, to handle advertising 
for Guinness Extra stout. The ac- 
count was previously handled by 
a ° Walter Thompson Co., New 

ork. 


Conover-Mast Names Two 
Richard T. Roney has been 
named eastern sales manager of 
the Conover-Mast Purchasing Di- 
rectory, Chicago. He has been with 
the publication since its inception 
in 1941 and will continue to repre- 
sent the directory in the Philadel- 
phia territory. Frank W. Vander- 
hoff, formerly eastern district 
manager of Metal Working Equip- 
ment and previously with Iron 
Age, has been appointed New 
Jersey manager of the directory. 


Niederhauser Promoted 


J. E. Niederhauser, manager of 
industrial relations of Continental 
Can Co., New York, has been 
named to the newly created post 
of vice-president in charge of in- 
dustrial relations. 


Appoints Levy Agency 

Levy Advertising Agency, New- 
ark, has been appointed to handle 
the advertising of Ever Ready 
Calendar Mfg. Co., Jersey City, 
manufacturer of desk pads. . 


Marsh Opens Own Office 
William Barton Marsh, formerly 
executive partner of William E. 
Rudge’s Sons, New York, has 
opened his own office at 41 Union 
Sq., New York. He will specialize 


49 


in the creative aspects of printing, 
including campaig.: planning, copy 
service, layout and design service, 
and production supervision. Mr. 
Marsh will continue with Rudge 
as consultant and copy specialist. 


THE BEST WAY TO REACH 


65000) 0 0 058 O.WiSERS 
Tell Your Story in Bowling 


Over 37,000 circulation, including 25,000 league and 2515 


city association officials. The only 


= with 100% 


coverage of 5336 certified Bowling establishments. Bowling 
market, wide open after four war years, produces $29! ,000,- 
000 annually — three times as much es pro baseball. 
Write for our latest rate card today. 


OWT 


THE BOWLER'S MAGAZINE: 


Official Publication of " 

_ AMERICAN BOWLING CONGRESS 
— 2200 NORTH THIRD STREET 
— MILWAUKEE 12, WISCONSIN: 


l) Ve letterhead paper youll, OA cre oYfeces uhere decisions count 


to our design for living, present and future, choose Hammermill’s Cockletone Bond 


today. They find in it the “heavier” quality feel, the crisp crackle and snap 


appointing it your business representative. [ts moderate cost will surprise you! 


THE FINEST LETTERHEAD PAPER 
EVER PRODUCED BY HAMMERMILL CRAFTSMEN 
SEND THIS COUPON NOW... for Cockletone Bond 


portfolio showing specimen letterheads, and 
sample book of Cockletone 


Bond in all weights for let- 
terhead use... also match- 
ing envelopes. 


SSS 


@ More and more of America’s industrial leaders who contribute 


to add impressiveness to their business messages. 


@ Examine this fine new accomplishment of modern papermaking. Consider 


Name 


Hammermill Paper Company 
1459 East Lake Road, Erie, Pennsylvania 


Please send me — FREE — Cockletone Bond 
Portfolio and sample book. 


| Position, 


a 


(Please attach to, or write on, your business letterhead) 


AA-11-22 
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Frankenhoff Names Twiss 


The House of J. Hayden Twiss, 
New York, has been appointed by 
Frankenhoff Corp., New York, pro- 
ducer of diatomaceous earth prod- 
ucts, to handle its advertising. 


Emerson Appoints Blaine 


Emerson Radio & Phonograph 
Co., New York, has named Blaine 
Thompson Co., New York, to han- 
dle its television advertising. 


in a ln ln i i i i i i i i i il 


JAMES D. 
WOOLF 


Idea Consultant 


Write or wire for confiden- 
tial interview either at your 
offices or at mine in Santa 
Fe, N. M. 
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Tom Basham, who switched over 
to the agency field back in 1911 
after a successful sales career, 
probably is one of the oldest ac- 
tive executives in the business 
today. 

Mr. Basham is within sight of his 
80th milestone, 
but the agency he 
founded in Louis- 
ville, Ky., han- 
dled the biggest 
volume in its his- 
tory last year. 
Tom still is in the 
harness at his 
ripe old age, and 
is respected by a 
host of friends 
throughout the 
country. 

Thomas E. Basham, who was 
|born at Reedyville, in Butler 
| county, Ky., started his career in 


Thomas E. Basham 


You Ought to Know. . . 


Thomas E. Basham 


advertising in the ’90s, when he 
was catapulted from the school 
teaching profession into the ad- 
vertising end of a weekly newspa- 
per in Elizabethtown. Although he 
was doing well on the weekly, op- 
portunities for fame and fortune 
looked better in the “big city” and 
Tom progressed to Louisville. 

He became a traveling sales- 
man for a conservative old litho- 
graphing establishment which spe- 
cialized in business stationery and 
direct advertising literature for big 
industrial and financial concerns. 
Tom knew little about lithography, 
but enough about sales to hunt 
for “clinchers” which he could 
use instead of a competitive price 
appeal. The firm’s fine vignette 
work looked like the right feature, 
and he used it on prospects, along 
with an already-tested technique 
of letting the prospect sell himself 


*. 


aledonia 


by w. A. DWIGGINS 


Popular from its inception as a 


reader face, it is receiving ever increasing 


application. Slightly heavier than 


the usual text letter 


... for sharp, clear, clean-cut reproduction 


CHICAGO 


TYPOGRAPHY 


LOS ANGELES 


DESIGNED 


proofs that grow more popular 


at every application .. . 


22 East Illinois Street 


928 South Figueroa Street 
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if at all possible. 


a On his maiden trip, Tom made 
two sales he’ll never forget. One 
he made to a young chief executive 
who had just taken over his fath- 
er’s large industrial plant in a 
small manufacturing town. Im- 
pressed by the magnitude of the 
plant, Tom asked whether a vig- 
netted reproduction was being used 
on its business stationery and in 
its advertising, then opened a 
neatly-bound book of hand-pulled 
proofs from original stone engrav- 
ings. The prospect convinced him- 
self while Tom kept quiet, except 
when questioned directly, and gave 
him one of the biggest orders for 
business stationery. 

The second sale was made to a 
one-man institution where the 
owner was trying to work out a 
new wrapper for a specialty item. 


Tom volunteered to help with the 


rough layout, and suggested a lith- 
ographed vignette, on wrapper and 
stationery, of the man’s plant and 
own portrait. Investment in the 
vignette, he assured the prospect, 
would be absorbed in the first lot. 
The idea went over, and young 
Basham walked out with an order 
for a million lithographed wrap- 
pers, without a price. 

During his two years on the road 
for this lithographing house, Tom 
made enough to buy a substantial 
interest in a newly-equipped, med- 
ium-size printing house which spe- 
cialized in trade publications, com- 
pany magazines and direct mail. 
For 16 years, as sales manager and 
secretary, he built up the printing 
volume, mostly on the basis of sell- 
ing an idea that was in the custom- 
er’s best interest as well as that 
of his firm. 


a Mr. Basham’s agency, started in 
1911, did well from the beginning 
and soon became the largest, in 
point of billing, south of the Ohio 
river. At one time, he listed nearly 
every distillery in Louisville as an 
account. Tobacco firms and farm 
equipment makers added to the 
total. 

Despite his ever-growing agency 
business, Mr. Basham found time 
for active service in many adver- 
tising organizations, including the 
Advertising Club of Louisville, the 
old Advertising Clubs of the World 
(now the Advertising Federation 
of America) and the American As- 
sociation of Advertising Agencies. 
At one time, it is said, he was on 
the directorate of 14 different civic 


clubs and other associations c: ,. 
cerned with the betterment of 
city. He was president of 
Louisville Musical Club for 
years, and served as manager 
public relations man for the 
Louisville Philharmonic Orches 
He was one of the organizers of 
Rotary Club in Louisville, and 
many years handled the public +. 
lations chore for the Kentu 
state fair. He’s been an active o 
doorsman, with a partiality 
fishing, since early boyhood. 

Mr. Basham used to talk bef: re 
advertising clubs and _ busin ss 
men’s groups, but gave up pul 
speaking, he says, after an i 
promptu talk before a civic c 
in a major city. He arrived at * 
hotel where he was to speak an 
hour before the luncheon, and vw as 
asked by the club president to 
change his subject “to any other 
topic I might feel inclined to dis- 
cuss.” 


a “Not having any stereotyped or 
well-memorized speech suitable for 
the occasion,” he explained, “I un- 
limbered a few of my best anec- 
dotes on advertising—sure-fire 
laugh bringers—to warm up the 
audience. All fell flatter than a 
corn fritter. Then I switched to 
some generalities on advertising 
which brought a little applause. 

“After the agony was over, I 
cotnered the chairman of the 
meeting. He said that for days he 
had tried to get hold of me with a 
request to change the subject, but 
couldn’t. He said George Allen, 
head of the Louisville Convention 
and Publicity League, and a mem- 
ber of the Louisville Advertising 
Club directorate, had spoken to 
that group just a week before and 
had told the same five stories, ob- 
viously better than I could, since 
Allen was none other than the 
George Allen referred to as the 
‘court jester’ of the incumbent 
executive in the White House.” 

That, says Tom, concluded a 
happy relationship which had long 
existed between himself and a very 
capable ghost writer on advertising 
subjects. 


Parents’ Names Stover 

Blanche M. Stover, who for the 
past eight years has been editor 
of Practical Home Economics, has 
been appointed food editor of 
Parents’ Magazine, Calling All 
Girls and Polly Pigtails, published 
by Parents’ Institute, New York. 
Miss Stover succeeds Mrs. Zola 
Vincent, who has resigned. 
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LABELS REDESIGNED — O’Cedar Corp., 
Chicago, has redesigned its entire pack- 
age line, stressing the brand name iden- 
tity with a new triangular O-Cedar trade- 
mark. New containers adopted for some 
products include Owens-Illinois Glass Co.'s 
Shelfline bottle for the cream polish. 


Super Brochure 


Tells Auto-Lite 
Promotion Plans 


ToL_epo—Electric Auto-Lite Co. 
mailed to 1,000 jobbers last week, 
for use by their salesmen, 2,500 
copies of a brochure on “The 
Greatest Spark Plug Story Ever 
Told.” 

Emphasizing fold-up and fold- 
out gadgets on almost every page, 
the book cost Auto-Lite $18 a copy, 
or a total of $45,000, exclusive of 
postage and handling, said Frank 
A. Nealon, sales manager of the 
spark plug division. The jobbers, 
however, are paying $10 a copy 
for it. This leaves Auto-Lite $8 a 
copy, or $20,000 out of pocket on 
the brochure, which was produced 
by Stemar Co., Chicago. 

“The Greatest Story” shows, 
among other things, that Auto- 
Lite’s 26 plants have four and 
one-half times the space of the 
Empire State building; that the 
company produces more than 400 
automotive products; that Auto- 
Lite spark plugs are “ignition 
engineered,” and include “a com- 
plete line for all types of engines.” 


2 A center-spread fold-out em- 
phasizes that although Auto-Lite 
started in spark plugs only in 
1937, 28 makes of passenger cars, 
trucks, motorcycles and marine 
engines now use them as original 
equipment. 

The company’s sales rose from 
$186,000,000 in 1947 to an esti- 
mated $200,000,000 in 1948. The 


publication 
completely covers 
the billion dollar 
candy market 


CANDY |(NDUSTRY 


1st in Audited Circulation* 
1st in Advertising Lineage** 
1st in Readership*** 


*As gunpered with Fg A publication in this 
field published monthly or more frequently. 
**Continuing Study of Candy Industry Ad- 
vertising—copy on reques 
#**As roved by independent survey—copy 
available. 


DON GUSSOW PUBLICATIONS, INC. 
hs Condy - Bottling Industry — € 
107 West 43rd Street, New York 18,N.Y 


| 1948 advertising and sales pro- 


motion budget is estimated at 
$3,000,000. The 1949 program— 
which will be at least as large 
—will include the Saturday Even- 
ing Post, five farm magazines, 
The American Weekly, Parade and 
gravure in 16 large city news- 
papers, the “Gasoline Alley” co- 
operative radio show on 250 sta- 
tions, and business papers—all 
handled by Ruthrauff & Ryan. 
Auto-Life also is sponsoring 
“Suspense,” a CBS Thursday night 
show, at an estimated annual ex- 
penditure of $1,000,000, through 
Newell-Emmett Co. Foreign ad- 
vertising is placed through Na- 
tional Export Advertising Corp. 
On “Gasoline Alley,” Auto-Lite 
pays for talent and production, and 
the dealers buy the time for it. 


# Currently, Auto-Lite is poll- 
ing jobbers and dealers for their 
preferences on Hollywood stars to 
appear in “Suspense.” The news- 
paper series continues the “look 
alike” theme. It points out under 


pictures of a celebrity and someone 
who looks like her that spark 
plugs also look alike, but Auto- 
Lite spark plugs are “ignition 
engineered.” 

Auto-Lite, the jobbers are told, 
are the only automotive products 
to be promoted in more than 
6,500,000 AAA maps and books. 
By saving Auto-Lite spark plug 
wrappers, motorists get their 
choice of “24 great books” free. 
The books range from an atlas 
and cook book to “The Foxes of| 
Harrow” and Ellery Queen mys-| 
teries. H. D. Bissell is advertising | 
manager. 


Manor Foods Opens Drive 
Manor Foods Ltd., Toronto, has | 
resumed advertising of its We-| 
they’s brand food products in On- | 
tario daily newspapers. The ads| 
promote Wethey’s home-made | 


'malades. This campaign is being 
| tied in with full-page ads in Can- 
jadian Grocer. The company’s 
| Grimsby brand pickles for the. 
| present are being featured in To-| 


style mincemeats, jams and mar-| & 


Bs ce ae 


ronto daily newspapers only. The! 
Toronto office of Walsh Adver- 
tising Co. is the agency. 


Wilding Appoints Husted 


Robert E. Husted Jr., formerly 
editor and advertising director of 
Professional Golfer, has been ap- | 
pointed advertising and sales pto- 
motion manager of Wilding Pic- | 
ture Productions, Inc., Chicago. 


51 
Star Razors, Blades to RER 


American Safety Razor Corp., 
Brooklyn, has named Ruthrauff & 
Ryan, New York, to handle the ad- 
vertising of Star razors and blades 
and Treet blades. The introduction 
of a new Star blade is likely. Fed- 
eral Advertising Agency, which 
formerly handied the entire ac- 
count, will continue to be the 
agency for Gem razors and blades. 
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offer and we will 
recommend sutt- 
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Lie of (00D HOUSEKEEPING sead 
‘ups’ bra sales 40% 


Schuster Department Stores in Milwaukee prove it with tests! 


ot ONLY did the Good Housekeeping Guaranty 
Seal increase the sale of bras—it increased 
the sales of every product with which it was 


displayed. 


That’s what Ed. Schuster & Co., Inc., found 
out when they made a test in two of their stores 


in Milwaukee, 


Wisconsin. 


Here’s what happened: 


5 nationally known items, all guaranteed by 
the Seal, were selected for the test. 
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Sotip proor that the Good Housekeeping 
Guaranty Seal sells goods! 

Tests in drugstores and grocery stores show 
the same kind of results. 
No other magazine can offer its advertisers 
such a powerful selling advantage. 


A concrete means of 


ments to pay off at the 


40% 


26% more . 


Quadriga D 


10% m 
Swank 


helping their advertise- 
actual point of sale. 


Perma Lift Bras 


| ~Nitey Nite Sleepers 
suid 


15% more... 
Daniel Green Slippers 


25% more.. 


These items and the Seal were featured in a 


full-page newspaper ad. 


One store displayed the items with ordinary 


‘as advertised” cappers. In the 


other store, 


blow-ups of the Seal were displayed with the 


items and in the window. 


Actual inventories were compared at the be- 


ginning and end of the week. 


Results showed that the store which featured 


the Seal sold... 


more .«- 
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Women know — we 


give this Seal to no 
one. The product 
that has it earns it. 
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WTHT Promotes Black 

James Black, for the past two 
years on the commercial staff of 
Station WTHT, Hartford, Conn., 
has been promoted to assistant 
sales manager of the station. 


Moves N. Y. Oftice 

The New York office of the 
Philadelphia Bulletin, formerly lo- 
cated at 247 Park Ave., has moved 
to 285 Madison Ave. 


THE MAGAZINE 


the TRADE 


HOSIERY & UNDERWEAR 
Revie 

1 WEST 34th ST., NEW YORK 1 

GUARANTEED &® CIRCULATION 


Public Utilities’ 
‘Favorite Story’ 
is Ziv Package 


CINCINNATI — Seventeen public 
utility companies are sponsoring 
Frederic W. Ziv’s “Favorite Story” 
in their home markets. The Port- 
land General Electric Co. and the 
Boston Edison Co. are the most 
recent additions to the sponsor list 
for the transcribed dramatic pack- 
age which stars Ronald Colman. 

Other public utilities backing the 
show: Oklahoma Gas & Electric 
Co., Muskogee, Enid and Shawnee, 
Okla.; Toledo Edison Co., Fremont, 
O.; Black Hills Power & Light Co., 
Rapid City, N. D.; Omaha Public 
Power District, Omaha, Neb.; Day- 
ton Power & Light Co., Dayton, O.; 
Public Service Co. of New Mexico, 
Albuquerque; Pacific Power & 
Light Co., Walla Walla and Ya- 
kima, Wash.; Central Electric Co., 
Evansville, Ind.; Cincinnati Gas & 
Electric, Cincinnati; Southern Un- 
ion Gas Co., El Paso, Tex.; Port- 


land General Electric Co., Port- 
land and Salem, Me.; Boston Edi- 
son Co., Boston, and the Mountain 
Fuel Supply Co., Salt Lake City. 

Meanwhile, the _ transcription 
producer announced that two more 
stations have contracted to carry 
14 of his programs. WLIN, Mer- 
rill, Wis., has signed for eight Ziv 
shows and KSIB, Creston, Ia., for 
six. 


Nardis Sportswear Names 2 


R. J. Barleben, formerly sales 
manager of Justin McCarty, Dal- 
las, has been appointed sales man- 
ager of Nardis Sportswear, Dallas. 
Ralph W. Leeds, formerly with 
Chester H. Roth Co., New York, 
manufacturer of Esquire socks and 
Schiaparelli stockings, has been 
named sales promotion director of 
Nardis. 


Appoints Lee-Murray Agency 


Miami Industries, Inc., Toledo, 
has named Lee-Murray Advertis- 
ing, New York, to direct the edver- 
tising for its King Kut knives, 
tools and blades. Newspapers and 
magazines will be used. 
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by the head man himself. 


minutes) quite likeable. 


Teleradio Mans Corner 


On Sunday evenings from 6: 
works not competition but heartbreak. We allude to the NBC 
cannonball express, also known as “the powerhouse,” that 
back-to-back line-up of five comedy half hours. 


It may be that ABC’s “Stop the Music” has clipped the Fred 
Allen show, last of the five half-hours in sequence. It may 
also be that the Fred Allen show is the weakest of the five and 
most in need of some new devices and perhaps a fresh slant 


Readers of these paragraphs know that jackpot programs 
have no supporter here. Our point is that Allen’s giveaway 
gags just aren’t very funny. Bitter, yes. Amusing, not very. 
Even so, the Allen show is still fast-paced and (every few 


Two musicians-turned-comics—Ozzie Nelson and Phil 
Harris—are among the five half-hours. These two provide 
their own special commentary on the familiar question, 
“Where is new talent to come from?” It’s always a pretty good 
guess that today’s stooge may be tomorrow’s star. 

In diligent application to his home work, your Teleradio 
Man recently heard the NBC powerhouse from start to finish. 
He draws one conclusion which is offered here, free of copy- 
right: It isn’t what you do, it’s how. 


The largest scoop of praise goes to “Ozzie and Harriet.” If 


- | 


30 to 9 NBC offers rival net- 


in 
Big St. Louis 


IN 1947 THE STAR-TIMES CARRIED 34.8% OF TOTAL DAILY DISPLAY ADVERTISING IN ST. LOUIS 


-Harris and Alice Faye or Edgar Bergen. These programs 


this is not the finest situation comedy on the air, correspond- 
ence is invited and defense cheerfully assumed. The program 
has everything. Freshness, imagination, crisp pace, warm 
characters and laughs as dependable as Republican votes in 
Vermont. The commercials are in keeping. Credit for the 
growth of this program is usually given in the profession to 
Nelson himself, and that may be the reason author credits 
are omitted. Seldom has your Teleradio Man been so eager to 
shout “Author! Author!” after a broadcast. Suffice that as a 
comedy producer Ozzie Nelson sight-reads script values as 
he once sight-read music scores. 


We really don’t want to talk much about Jack Benny, Phil 


were all worthy, collectively a powerhouse, expert in ap- 
proach and often very funny. The fifth half-hour, Mr. Al- 
len’s, we’ve discussed above. The trick is to discover what 
these shows have that others don’t. No psychoanalyst can tell 
CBS, ABC or Mutual officials how to stop dreaming about 
locomotives until they solve the trick. Meantime, the saddest 
of all may be CBS, which had “Ozzie and Harriet” and lost 


the program for inability to provide better time. 


ewe iii 


WPIX, ‘NY News’ Station, 
Signs 7 New Sponsors 


WPIX, the New York Daily 
News station, has added seven 
names to its list of advertisers. 
The following have signed to spon- 
sor programs: Frost Refrigerators, 
Inc., through Borough Advertising 
Agency; Sanitary Diaper Corp., 
through Miller Advertising Agency; 
Mary Lewis, Inc., through Flint 
Advertising Associates. 

In addition, these sponsors 
bought time for selective an- 


nouncements: American Tobacco 
Co. (N. W. Ayer & Son); Stephen 
F. Whitman & Son (Ward Whee!l- 
ock Co.); Egan, Fickett & Co 
(Moore & Hamm); Botany Mills 
(Alfred J. Silberstein-Bert Gold- 
smith, Inc.). 


‘Parade’ Adds ‘Tribune’ 


Starting Nov. 21, the Salt Lake 
Tribune will carry Parade. The 
Tribune’s 122,286 ABC circulation 
will put Parade’s current delivery 
over the 5,000,000 mark. 


i don't 
—_fieed a 
~ comipass 


Whether you're tackling a runner or tackling an impor- 
tant job, two-handed effort pays off. That is particularly 
true if the job is to capture or maintain your position 
in America’s 8th biggest market. That market is the com- 
pact St. Louis retail trading zone where over 475,000 


families live. In this zone are concentrated more than 
four-fifths of the 177,000 St. Louis Star-Times evening 
reading families. Here you have a combination of rich 
market and intensive coverage teaming up to give low- 
cost impact that really sells merchandise in St. Louis. For 
best results, it pays to use both hands in big St. Louis. 


eccigius THE ST. LOUIS STAR-TIMES 


Represented Nationally By The George A. McDevitt Co. 


PUBLISHED FOR COMMUNITY LEADERS 


to find 
your way home | 


Net today you don't. Streets and highways are 
too well marked. You get your story to 
businessmen the same way. The Kiwanis 
Magazine leads directly to businessmen 

on America’s Main Streets with no 
detours—no waste circulation. Write us 

for brochure and rates. 


The — 
Kiwanis 
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Telespots Offer 
TV Commercials 
at Lower Price 


New YorkK—Telespots, Inc., A 
new video company headed by 
Falph Cohn, former Columbia Pic- 
tures producer, offers a solution to 
tne retailer’s need for first rate 
television commercials at a price 
he can afford. 

Borrowing from radio’s tech- 
nique, the company has produced 
five series of open-end announce- 
ments designed specifically for lo- 
cal advertisers or for national 
manufacturers who may place 
them cooperatively through their 
retail outlets. 

A New York advertiser can 
acquire exclusive rights—in his 
market—to any of the _ series, 
which include 13 announcements, 
for one year for $3,000. Prices 
range downward, depending on the 
circulation, to $150 for an Atlanta 
company. 

“We believe the answer to the 
small business man’s television 
problem is to economize by dis- 
tributing the cost,” Mr. Cohn said. 
“Of course, by not skimping on 
production costs and assuming that 
the outlay will be recovered by 
sales in most available cities, we 
are gambling.” 

Telespots, which are really 30- 
second programs, are available in 
five categories, each of which is 
designed to provide the housewife 
with practical informatich. They 
include hints for home decoration, 
tips on housework shortcuts, thrift 
suggestions, easy to make recipes 
and exercise aids. Made to order 
to suit the advertiser, the fill-in on 
the open-end section of the com- 
mercial can be done for as little 
as $50 or as elaborately as he 
chooses. 


a The company, which plans to 
turn out feature films for video 
later, uses the studios of motion 
picture companies in Hollywood 
and New York for its productions. 
For this phase of its operations, 
the firm name, Pioneer Telefilms, 
will be used. 

Telespots currently is working 
on a series of selective announce- 
ments for two national advertisers. 
Another major project of the firm 
is packaging live video shows. 
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ARS GRATIA B&B—These executives of Benton & Bowles were photographed at 
the agency’s fourth annual art exhibit. Left to right are: Joseph Clark, art director; 
Atherton W. Hobler, chairman; Clarence B. Goshorn, president; William R. Baker Jr., 
executive vice-president, and Charles Faldi, vice-president and chief art director. 


to apply the combined know-how 
of radio and motion pictures to 
television with the assistance of, 
among others, Jules Bricken, for- 
merly with David O. Selznick; 
David Elman, creator of radio’s 
“Hobby Lobby,” and Sam Dembow 


Jr., member of the board of United 
Artists, all of whom are associated 
with the project. 


Telespots and Telefilms propose 


Joins DiMarco Fitzgerald 

R. J. Holihan has joined Di- 
Marco, Fitzgerald Studios, Detroit, 
in a sales capacity. | 


53 


This compares with $74,556,873 


CBS’ 9-Months Sales Record ; 
for the corresponding period (40 


Shows Little Change 
weeks) last year. 

Columbia Broadcasting System, Net income for the first 39 weeks 
New York, has reported a gross in-| of this year was $3,010,446 against 
come of $70,904,806 for the first) $3,660,860 for the first 40 weeks 
nine months (39 weeks) of 1948.) of 1947. 


This is the dominant 
publication serving an 
industry selling over 
$50,000,000 worth 
of parts and mainte- 
mance services annu- 

ally to the U. S. public. 


Write for market data 


Fugetow & Orr Heat . 
New York 16, N.Y. — 


~ 232 Madison Ave. 
LExingtop 2-4566 


This isa 
Sales angle! 


Use it for special influence to sell to 
parents of 25,000,000 school-age young- 
sters, 
When you sell teachers on your prod- 
uct, pupils are likely to learn about it, 
a tell parents. Parents and teachers 
uy. 
Advertise your product in State Teach- 
ers Magazines to reach America’s most 
influential market. You get more na- 
tional coverage, plus local reader in- 
terest. Ask Georgia C. Rawson, man- 
ager, for the complete story. 


43 magazines — 752,000 subscribers 


STATE TEACHERS” 
~~ MAGAZINES. — 


307 N. Michigan Ave., Chicage 1, Illinois 


We're all judges of models and media. Well, 
your opportunity to judge a model medium. Compare the Locally § 


Edited Gravure Magazines feature-by-feature 
any other magazine or group of magazines. Judge 


THE LOCAL TOUCH 
Each magazine locally edited for 
the readers in its own market. 


SUPERIOR REPRODUCTION FLEXIB! 


Top quality gravure reproduction in 
tone, duotone, and full color. 


UNIFORMITY 

Same size, same format. (The eight 
Locally-Edited Magazines are all 
printed at one gravure plant.) 


TESTED EDITORIAL MAKEUP 
Editorial text-picture balance for 
thorough readership as well as high 
reader traffic. 


circula 


sy R 


surveys. 


LOCALLY-EDITED 


Eight weekly newspaper magazines 


CONVENIENCE 
1 order, 1 set of positives, 1 bill. 


Buy entire group, or any com- 
bination. Use different dealer 
lists, etc. 


COMPLETE COVERAGE 
Each magazine circulated by the 
market's FIRST newspaper. 


MERCHANDISING 
Full cooperation by newspapers 


LEADERSHIP IN READERSHIP 
According to recent comparison 


here’s 


with 
for yourself. 


ILITY 


ting the magazines. 


GRAVURE MAGAZINES 


featuring the Local Touch for highest 


reader interest, for greater advertising value 


ATLANTA JOURNAL © COLUMBUS DISPATCH * 
LOUISVILLE COURIER-JOURNAL © ‘:°USTON CHRONICLE ®@ 


NEW ORLEANS TIMES-PICAYUNE-STATES ® 


INDIANAPOLIS STAR 
SAN ANTONIO EXPRESS 


THE NASHVILLE TENNESSEAN ® 


Total circulation: over 1,660,000 copies each week 


For further information contact any of the following Representatives: Branham Co., John & Kelley, John Budd Co., Kelly-Smith Co., O'Mara & Ormsbee, Sawyer-Ferguson-Walker Co, 
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Mart Renames Street fusion to postal and city authori- 
Effective Jan. 1, 1949, the of-|ties, cab drivers and telephone 
ficial address of the Merchandise | US€rS. 


Mart, Chicago, will be changed 

from 222 N. Bank Dr. to the Mer- | Kay Sales Names Kritsick 
chandise Mart Plaza. The change | Leo W. Kritsick has been named 
is being made, with the approval | director of Kay Sales Associates, 
of the city departments affected,|Schenectady, N. Y., mail order 


as a result of many years of con-! firm. 


Families with well above-the-average 
income ($5,304* per family in the city 
itself or 23.1% above national aver- 
age) and a total of $661,409,000* to 
spend, make up the Worcester Market 
— 34th in the nation. Sales Manage- 
ment’s 1948 Survey of Buying Power 
lists 138 such Metropolitan Counties. 
Even among the 34, the Worcester 
Market stands out as an integrated unit 
—one County with one central city 
and with one  thorough-coverage 
newspaper, the Worcester Telegram- 
Gazette. Daily circulation in excess of 
140,000. Sunday over 100,000. 


“Copr: 1948, Sales Management 
Survey of Buying Power, 
further reproduction not 
licensed. 


The TELEGRAM-GAZETTE 


— WORCESTER, MASSACH USETTS ae 
' GEORGE F BOOTH Pubtisher- 


“MOLONEY, REGAN & SCHMITT, INC., NATIONAL REPRESENTATIVES. 
OWNERS of RADIO STATION WTAG 


This is a little extra coverage we throw in! 
All kidding aside, here’s our formula--5000 
watts on 550 kilocycles, and a 704 foot an- 
tenna with a location right in the center of 
the best soil conductivity area in the U.S., 
plus 23 years of good programming, give 
us unbeatable coverage and listening. 


ow FYR 550KC 5000 WATTS 


NBC AFFILIATE 
Bismarck, No. Dakota 


REP. JOHN BLAIR 


2,000 Products 


|with Disney going stronger than 


Feature Famous 


Disney Names 


All Licensing Handied 
Through Kamen; Sign 
New 7-Year Contract 


BURBANK, CAat.—Marking the 
continuance of their mutually 
profitable 16-year association, Walt 
Disney Productions and Kay Ka- 
men Ltd. recently signed a new 
seven-year contract which con- 
tinues Kamen's exclusive rights to 
the licensing of Disney characters 
to manufacturers. 

Some indication of the wide- 
spread use of these characters can 
be gleaned from the fact that in 
1948 it is estimated the retail vol- 
ume of products using the tie-up 
will exceed $100,000,000. From 
this it is estimated licensing fees 
will total well into seven figures. 

Among the 2,000 products cur- 
rently featuring the likeness of one 
of the many Disney characters 
are watches, toys of all descrip- 
tion, clothing, candy, cameras, 
juices, rice, spaghetti, applesauce 
and peanut butter. 


ws Under the agreement, Kamen is 
given a free hand in the licensing 
of manufacturers desiring to use 
the characters. All arrangements 
are in the hands of Mr. Kamen, 
who pays Disney a specified por- 
tion of the revenue he collects. 

The Disney organization gets 
two main benefits from the tie-up: 
Money received is plowed back in- 
to pictures; the international sales 
of products bearing Disney charac- 
ters is accepted as an unsurpassed 
exploitation adjunct which keeps 
their names in front of the public 
on a continuing and world-wide 
basis. 

There is no hard and fast rule 
as to how the tie-up is made, 
although there are some definite 
standards. Products must be of 
good quality, made by a recognized 
manufacturer. No liquor, cigaret 
or medicinal products are accept- 
able. The licensing fee varies ac- 
cording to individual situations. 
Mr. Kamen doesn’t quote a definite 
fee but on an average it is believed 
to be somewhere in the neighbor- 
hood of 5%. 


a For the protection of both 
parties, contracts call for a basic 
minimum of unitstobe sold. This 
again varies with different pro- 
ducts, potential being the guiding 
factor. Disney officials say the 
minimum isn’t particularly high, 
and is set only to insure the associ- 
ation being mutually profitable. 
Use of Disney characters in 
marketing began in 1932. In the 
period since then many similar 
types of tie-ups have been pro- 
moted, but most of them are gone 


ever. Included among such char- 
acter tie-ups have been Betty Boop, 
Barney Google, Popeye and Or- 


. 


ages. Disney comic books, claimed | the last named a newcomer op: )- 
to be the largest selling in the|ing with distribution and ne, ;- 
world, were offered on a premium | 


deal. 

Armour & Co. has used the char- 
acters in advertising, as have Life 
Savers, Sharpe & Dohme and 
many others. 

A number of food manufacturers 
are now using a Disney character 
as a bran@ name. Oldest of these 
is Mickey Mouse cookies, made 
by National Biscuit Co. This as- 
sociation is 15 years old. Since 
1942, the Florida Citrus Canners 
Cooperative has been marketing 
a line of canned orange juice, 
grapefruit juice, orange and grape- 
fruit juice, and grapefruit sections, 
under the Donald Duck trade 
name. More recent users of the 
characters for trade names in- 
clude: Producers Rice Mill, Inc., 
Stuttgart, Ark., Donald Duck and 
Bambi rice; Vitamar Foods Inc., 
Louisville, Donald Duck spaghetti; 
Bowman Apple Prod. Co., Mount 
Jackson, Va., Donald Duck apple- 
sauce; Cinderella Foods, Dawson, 


Ga., Donald Duck peanut butter— | 
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paper ads in the East and Sou .-. 
west. 


ws Whenever possible, labels «nq 
cartons are designed so they «an 
be used for cut-outs. It is belie: eq 
this encourages the saving of ch r- 
acter cut-outs and has a stimu! t- 
ing effect on sales. 

Among the outstanding users of 
the Mickey Mouse character is 
Ingersoll watch. Five hund: 2d 
thousand of these watches bi ar 
his likeness. 

Great care is taken in safegua 4- 
ing the use of the characters. To 'n- 
sure faithful reproduction,  <rt 
work in all cases is done by tne 
Kamen organization. Production 
problems often make it difficult to 
achieve a recognizable character, 
and artists must often work w th 
manufacturers in terms of such 
limitations. 

A problem could arise where a 
fabricator making materials for a 
1icensed manufacturer might make 
additional quantities for un- 


phan Annie. 
One of the main selling points| 
made by the Kamen organization | 
is the fact that a manufacturer 
who takes on the name of a Disney 
character immediately has a brand | 
name more widely known than he, 
could possibly get by spending mil- 
lions of dollars. There is no prob- 
lem of recognition or acceptability. 
| 

ws There is an infinite variety of| 
possible uses of the tie-ups. Last | 
year, for example, General Mills 
completely revamped its Cheerios 
packages to get almost 100% iden- 
tification with Mickey Mouse, | 
Donald Duck and Pluto. Their pic- | 
tures covered a major portion of | 
the front and back of the GM pack- | 


250,000 
young families use 
this “shopping list 

in Mlile’s 


Livinc : 


Furniture 


Babee-Tenda Corp. 

Biggs Antique Co. 

Bodart Furniture Co. 
Charlton Company, Inc. 
Colonial Manufacturing Co. 
Consider H. Willett, Inc. 
Craftique, Inc. 

Drexel Furniture Co. 
Heritage Furniture, Inc. 
Imperial Furniture Co. 
Jamestown Lounge Co. 
Johnson-Carper Furniture Co. 
Kling Factories 

Knape-Vogt Mfg. Co. 

Knotty Pine Rec. Furniture Co. 
Lincoln Industries, Inc. 
Lullabye Furniture C orp. 
Morgan Furniture Co. 


Paramount Furn. Industries, Inc. 


Ramseur Furniture Co. 
Salterini, John B., Co. 

Singer Sewing Machine Co., Inc. 
Sligh-Lowry Co. 

The Mengel Company 
Tomlinson of High Point 
Valentine-Seaver 

W. F. Whitney Co. 

White Furniture Co. 


Floor Coverings 


A. & M. Karagheusian, Inc. 
Alexander Smith & Sons 
American Hair & Felt Co. 
Belrug Mill, Inc. 

Firth Carpet Co. 

Gulbenkian Seamless Rug Co. 
Olson Rug Co. 


Glassware 


Black, Starr & Gorham 

nreauer U ndereseg 
Castleton China, Inc. 

Everlast Metal Products Corp. 

Finland Ceramics 

Fostoria Glass Co. 

Goldcrest Ceramic Corp. 

Josiah Wedgewood & Sons, Inc. 

Meakin-Ridgeway Co. 

Pitman-Dreitzer & Co. 

Richards Morgenthau Co. 

Theodore Haviland & Co. 


Cleansers 


Boston Varnish Co. 
Boyle-Midway, Inc. 
Judson Dunaway Corp. 
S.C. Johnson & Son, Inc. 


P.S. And it’s by no means complete. Unfortu- 
nately we could not include the sixty-odd ad- 
vertisers appearing in “Your Money’s Worth” 


section of each issue. 


Street & Smith Publications, Inc., New York 


a 


"7 


Fabrics 


Bates Fabrics 

Berkshire Fine Spinning Assoc. 
Cameo Curtains 

Celanese Corp. of America 
Charles Bloom, Inc. 
Chatham Mfg. Co. 

Cortley Curtain Corp. 
Everfast Fabrics 

F. A. Foster Co. 

Fashion Curtain Co. 

Felix Tausend & Sons 

H. L. Judd Co. 

Holmes, Inc. 

Kandell, Inc. 

Kenwood Mills 

Linen Guild, Inc. 
Louisville Textiles 
Mallison Fabrics 
Pepperell Mfg. Co. 
Portland Woolen Mills 
Simmons Co. 

St. Marys Woolen Mfg. Co. 


Silverware 


Amston Silver Co. 
Gorham Silver Co. 
Oneida, Ltd. 
Towke Mfg. Co. 


Refrigerators, 
Ranges & Radios 
Magnavox Company 
Malleable Iron Range Co. 
Servel, Inc. 


Miscellaneous 


Chrysler Corp. (Airtemp Div.) 
Creste-Andover Co. 
DeJournette Mfg. Co. 
Donaco Plastics 

Doubleday & Co. 
Eagle-Picher Sales C orp. 
Hobby-Book-Mart 

Home Decorators 

Hunter Douglas Corp. 
Jones Dairy Farm 

Kirsch Company 
Knapp-Monarch Co. 
Lorentzen Hardware Mfg. Co. 
Louis Hotel Training School 
McGraw-Hill Publishing Co. 
Newspaper Institute 
Planitect Company 
Province of Quebec 
Remington Rand Co. 
Surety Rubber Co. 

The Birge Co. 
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licensed use. To prevent this, the 
li-ensee presents the approved 
material design to the fabricator 
o) an exclusive contract basis. 

No thought has been given to} 
li niting the use of the characters | 
tc any specific types of products. | 
Both Disney and Kamen feel the | 
ciaracters and the pictures from 
which they are taken have a uni- 
versal appeal among all age} 
goups. Looking over the 2,000 | 
products now featuring Disney 
ciaratters, they expect to add to 
that mumber considerably during 
the next seven years. 


Heublein Elects Dolan 

W. E. Dolan, of the Heublein 
Food Importing Co., New York, has 
been elected a vice-president and 
director of the company, which is 
a subsidiary of G. F. Heublein & 
Brothers, Hartford, Conn. Heub- 
lein Food Importing Co. will be the 
national distributor for the follow- 
ing firms: Huntley & Palmer Ltd., 
Reading, England; Schweppes Ltd., 
London; James Robertson & Sons 
Ltd., Paisley, Scotland; Edouard 
Artzner, Strasbourg, France, and 


HOLLYWOOD HONORS DON LEE—Top admen turn out for a 
special meeting of the Hollywood Adciub to honor the Don Lee 
Broadcasting System. Left to right are: Wilbur Eickelberg, pub- 
lishers’ representative; Richard Day, BBDO; Willet H. Brown, vice- 


president and general manager of the network; Z. Wayne Griffin, 
motion picture producer; Glenhall Taylor, manager of N. W. 
Ayer’s Hollywood office; Jack Sayers, vice-president of Audience 
Research, and Paul Dudley, of “Teentimers Club.” 


Martin Moves Oftices 
Martin Advertising Agency, 15 


KLAS Names Donald Cooke 
KLAS, Las Vegas, Nev., has ap- 


Ellis Promotes Sablott 
Robert Martin Sabloff, produc- 


E. 40th St., New York, has moved) pointed Donald Cooke, Inc., New|tion manager, has been appointed 


its offices from the sixth to the| York, as its representative. 


Grey-Poupon, Dijon, France. 


The | 


eighth floor in the same building. | 250-watt station is a CBS affiliate. 


an account executive of Ellis Ad- 
vertising Co., Montreal. 


Mile.’s LIVING 


Finally they’ve found that place to live! 


Out come the dreams, the plans . . . the bank 
books. America’s young homemakers are 


starting from scratch on the biggest 


furnishing jamboree of their lives 


with money specifically put aside 


for what you have to sell! 


You don’t just “reach” this mushrooming 
new market in LIVING. You're 

welcomed with open, eager arms. 

For LIVING speaks their language, 


sees things their way. 
LIVING is their “shopping list.” 


“We’re looking to LIVING 


now increased wi ot? g 
vet 
to 6 issues a year! aie 


Starting with February, 1949, 
LIVING will appear 
Feb., Apr., June, Aug., Oct., Nov. 


Circulation in excess of 250,000 
—but no raise in rates. 


Still only $1,500 per B & W page. 
Street and Smith Publications, Inc., N 


7 ff 


for everything we need” 


‘Brown & Bigelow 
Rearranges Offices 


St. Paut—Brown & Bigelow, 
calendar and advertising specialty 
manufacturer, has announced the 
| establishment of six new regional 
offices, each to be headed by a 
company vice-president. Charles A. 
Ward, president, said that, in ad- 
dition, 13 subsidiary district sales 
offices have been set up. 

The move is taken to improve 
customer service facilities. The 
vice-presidents are D. W. Brabeck, 
Chicago, northern region; E. F. 
Boeckman, Kansas City, central; 
R. B. Nederman, New York, east- 
ern; H. W. McGee, Boston, north- 
eastern; John D. Thornton, At- 
lanta, southern; and P. J. Sund- 
berg, St. Paul, for the home terri- 
tory. F. O. Van Keuren will con- 
tinue as western vice-president at 
Beverly Hills, Cal. 

The new district sales head- 
quarters will be located in Colum- 
bus, O., Chicago, Oklahoma City, 
New York, St. Paul, Syracuse, 
Louisville, Miami, Washington, 
Oakland, Portland, Beverly Hills 
and Worcester, Mass. 

The consolidation program, Mr. 
Ward said, will be completed in 
time for introduction later this 
month of the 1950 advertising line. 
The company’s investment in re- 
tooling, replating and other phases 
of the new line is in excess of 
$1,000,000, he added. 


S-W Advances Bell 


A. E. Bell has been appointed 
sales manager of the maintenance 
division of Sherwin-Williams Co. 
of Canada, Montreal. He has been 
with the company since 1929, 
most recently as a sales represent- 
ative. 


SERVICE e ee is the pass- 


word of The Faithorn Corporation. 
It is so ingrained in the minds of 
every one of our employees that, 
as far as the element of time is con- 
cerned, SERVICE goes with the 
job, with or without the asking. 
But, there is still more to Faithorn 
SERVICE than the delivery of the 
job. We also insist there must be 
a quality standard. To rush work 
through to meet a deadline... at 
a sacrifice of quality . . . is not 
SERVICE at Faithorn. We (1) set 
type, (2) make engravings and 
(3) produce printing — all under 
ONE roof, with full responsi- 
bility under ONE management. 
This is what is known as Faithorn 
3-in-1 SERVICE. You can secure 
one or all just as you desire, but 
all are here— at your command. 


PRINTING 


We insist that to sacrifice quality 
| for a cheap price is FALSE econ- 
‘| omy. At the same time, we always 
endeavor to produce QUALITY 
advertising matter — at the most 
reasonable cost. This is what 
we term TRUE ECONOMY. 
That we have succeeded is best 
attested to by the large number 
of advertising agencies and suc- 
cessful institutions we are regu- 
larly serving. We will gladly show 
you the list and samples of work. 
Try us. Call WHitehall 4-2300 


| FAITHORN 
CORPORATION 


AD-SETTING - ENGRAVING - PRINTING 
400 W. RUSH ST. CHICAGO 11» WHitenall 4-2300 
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Appoints John Field 


John H. Field Jr., formerly 
sales manager of Station WCBS, 
New York, and WPTF, Raleigh, 
N. C., has been appointed district 
manager of Metal-Working Equip- 
ment, New York, published by Sut- 
ton Publishing Co. 


Gets Airline Account 


Scandinavian Airlines System, 
whose advertising account was for- 


merly handled by Dorland, Inc., 
New York, has named Wendell P. 
Colton Co., New York, as agency, 
effective Jan. 1. 


Hutchins Names Trottier 


E. J. Trottier, formerly produc- 
tion manager in the Toronto office 
of McConnell, Eastman & Co., has 
been named assistant account ex- 
ecutive in charge of production of 
Hutchins Advertising Co. of Can- 
ada, Toronto. 


Keep Your Eyes 


trim. 


and service payrolls, the 


$1,601,282.85.) 


ove $1,900,000 


PAYROLL A MONTH FROM 
ONE ACTIVITY ALONE! 


Of the many expanding payrolls in the Charleston 
industrial area, one is still the leader—the United .- 
States Naval Shipyard. Here great destroyers, de- 
stroyer tenders, submarines, mine-sweepers, landing 
craft, and miscellaneous vessels are brought for re- 
pair, maintenance and conversion. Here over 7,000 
craftsmen labor to keep the Navy’s ships in fighting 


As a result, the payroll of more than one-and-a- 
half million dollars* a month pours into Charleston 
business channels. Add this amount to the industrial 


seafood products, shipping and port receipts, and 
tourist dollars, and it is easy to see why keen adver- 
tisers concentrate on the Charleston market. 


Covering the area is simple. Using two great news- 
papers, THE CHARLESTON EVENING POST 
and THE NEWS AND COURIER is all that is nec- 
essary to reach every worthwhile buyer in the area. 
If you wish detailed information on any phase, a 
letter or a phone call is all that is necessary. 


*(If you like exact figures—for September 1948 there 
were 7,183 employees; the Shipyard payroll amounted to 


On Charleston! 


sales of agricultural and 


THE CHARLESTON EVENING POST 


— Che News and Courier | 
” CHARLESTON, SOUTH CAROLINA  —— 
REPRESENTED BY THE JOHN BUDD CO, 


Toronto Ad and 


Sales Club Issues 
Information Booklet 


Toronto—The Advertising and 
Sales Club of Toronto has issued 
an unusual publicity and promo- 
tion piece entitled, “Just What Do 
They Do?” to explain the club and 
its activities to business men and 
interested members of the public. 

The 32-page booklet “is the story 
of a typical year in the history of 
the club . . .and is told primarily 
to make a public accounting of ac- 
tivities ... and to show that we are 
striving with vigor and purpose to 
fulfill our obligations both to busi- 
ness generally and to advertising 
and selling specifically.” 

Included is a resume of meet- 
ing speakers, with photographs, a 
lengthy discussion of the club’s 15 
educational activities, including 12 
advertising courses and the men 
who teach them, plus photos of 
the committee chairmen and dis- 
cussions of committee activities. 

Also covered are the club’s past 
achievements and _ contributions, 
including formation of the Better 
Business Bureau of Toronto, vari- 
ous war and social activities, and 
the speeches which club members 
make before various civic groups, 
articles authored and radio dis- 
cussions in which members have 
had a part. 


Riggio Starts Magazine 
Drive tor Regent Cigarets 


Riggio Tobacco Corp., New York, 
will launch a campaign for Regent 
cigarets beginning with four-color 
two-thirds page ads in American 
Magazine, Cosmopolitan and Red- 
book. The campaign will be backed 
by local newspaper ads. 

Copy theme of the new drive is 
“Tt’s the little things that mean 
the most.” Brooke, Smith, French 
& Dorrance, New York, handles 
Regent advertising. 


Pacific Hooperatings Shows 
Hope in First Place 


Bob Hope placed first in the Oc- 
tober Pacific Program Hoopera- 
tings report, with Jack Benny 
ranking second and Fibber McGee 
and Molly third among the first 
15 programs. 

The average evening sets-in-use 
of 26.4 reported was down 1.4 
from the last report, down 6.5 from 
a year ago. The average evening 
rating was 8.3, up 2.1 from the last 
report and down 0.6 from a year 
ago. 
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paper ad, I mean. 


I am the Printing Press. 


—following a statement that 


broad land of ours!” 


Cornucopia, Jeeves—with the 


type font; 


Telephone Book. 


St. Regis—well, you finish 


turning the page. 


lhe Creative Wan: Corner 


Jeeves, my good fellow, here is something you seldom see 
except during periods of unusual prosperity—like just before 
a depression or during a very expensive war. This St. Regis 


This bears all the earmarks of prosperity, Jeeves. Notice 
the headline, The World’s Greatest Salesman.. 
PRINTED PAGE. The tribute—the grandiose tribute. Like 

Then, of course, Jeeves, there is the president’s signature 


Thoreau had written it, and (2) implies that the company 
or even the president alone has been responsible. Can’t you 


picture the million-odd readers of this ad saying, across 


their dinner tables or Martinis, “My God, 
this fellow Ferguson there wouldn’t be a tree left in this 


Then, of course, there is the Horn of Plenty motif in the 
illustration. Always there is the Horn of Plenty motif. The 


This time we have what appears to be a scrap book; a ‘ 
the lens of a camera; an engraver’s glass; a 
pencil; a paint brush; a printing press. We also have Fortune 
magazine, Popular Science, somebody’s Concerto and the 


Corners, Jeeves, are written by fools like me. But only 


IS THE 


(1) sounds as if Emerson or 


eee ee 


if it weren’t for 


accent on the first syllable. 


it yourself, old fellow, I’m 


Chirurg Appoints Menzl 
Raymond A. Menzl, formerly 
with H. B. LeQuatte Co., New 
York, has been named production 
manager of James Thomas Chirurg 
Co., New York. He succeeds Fred- 
erick A. Kellar, who has taken 
on accountant management duties. 


Lindsay Names Moore V. P. 


Joseph P. Moore, formerly with 
Ormsbee, Moore & Gilbert, Milford, 
Conn., has been named vice-presi- 
dent of Lindsay Advertising 
Agency, New Haven, Conn. 


To turn 


future 


to present faster... 


sell to younger prospects 
who want things now 


and get them 


f ( The 8-20 age group has 30 million prospects 


And 85% read comics magazines. 


( National Comics reaches 8 of 10 regular readers 


( Gives largest coverage, at one-third magazine cost. 


fit THE NATIONAL COMICS GROUP 


Represented by .. .RICHARD A. FELDON & CO., INC., 205 East 42nd Street, New York 


‘True’ Ad Revenue Increases 
38.5%; Circulation Up 

True, New York, reports ad 
revenue for the January, 1949, 
issue 38.5% higher than the same 
issue in 1948. Total advertising 
revenue for 1948 is up $106,361.68 
over 1947, according to the maga- 
zine. 

Net paid average circulation of 
True for the first six months of 
1948 was 1,202,940, the highest in 
its history. 


Shell Gets Award 


Shell Development Co., New 
York, research affiliate of Shell 
Oil Co., and Shell Chemical Corp., 
received the annual award for 
chemical engineering achievement 
presented by Chemical Engineer- 
ing, a McGraw-Hill publication. 

The company received the 
honor “in recognition of Shell’s 
successful synthesis of glycerine 
for the first time on a commer- 
cial scale.” 


Appoints Critchtield 


Critchfield & Co., Chicago, has 
been appointed to handle the ac- 
vertising of King Pneumatic Tow! 
Co., Chicago. Business papers and 
direct mail will open the 1949 
campaign, featuring electric and 
engine powered lawn mowers. 


Radio Inventions to Mendte 


Radio Inventions, Inc., “Nev 
York, has named J. Robert Mendt', 
Inc., Philadelphia, to direct ti: 
advertising and promotion  c! 
Facsimile. 


ee a 


“(SMART DISPLAY | 
Lorge Presentution Ring Binders with 
metal bound transp ind 
Sizes for sheets 22 x 17,17 x 14,14«11, 
11 x B55. Stiff & flexible attractive covers. 
Also Zipper Case Presentotions 1! x 14, 
11 x Bs. Sold only thru leading V. P. D. 
stotioners in the U.S. A. 
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JOSHUA MEIER CO.INC. 
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‘udies Panel 
‘andardization 


(Continued from Page 1) 

chips and requires excessive 
aintenance. As a result, many 
variations from this design have 
heen developed and put into use, 
Ithough the Loewy panel has 
,en installed in many markets. 
fost of the new panel construction 
; confined to new locations, and 
or replacement purposes. 

The special session of the con- 
vention devoted to painted bul- 
etins attracted an overflow crowd, 
ind indicated increasing interest 
this type of display on the part 
pf national advertisers. C. J. Car- 
mody, vice-president of Outdoor 
dvertising Inc., New York, re- 
orted that painted bulletin busi- 
ness in the national field has 
ripled in the past five years, with 
» billing of $12,000,000 in 1948, 
bnd $13,500,000 budgeted for 1949. 
Earl N. Hyde, director of the 
uuitdoor department of Biow Co., 
lew York, said to be the largest 
ource of painted bulletin business 
n the agency field, showed some 
f the successful displays of 
Schenley Distilling Corp., a large 
ser of the medium. He added that 
acts and figures on advertising 
mpressions are needed to keep 
advertisers and their salesmen 
ware of the sales value of this 
ype of display. 


« Mr. Hyde also urged that out- 
oor operators agree on a standard 
system of discounts for painted 
display, pointing out the variations 
which now exist complicate the 
job of selling bulletins to national 
accounts, The generally accepted 
standard is a 10% discount for 
non-cancellable three-year con- 
tracts, or 5% discount for the 
second year and 10% for the third 
year when cancellation is per- 
mitted. 

The association received empha- 
tie endorsement of its public 
service advertising contributions 
when it accepted a citation from 
the National Safety Council for 
its work in promoting traffic safety. 
Myles Standish, of Standish- 
Barnes, Providence, R. I., who has 
headed the traffic safety coordinat- 
ing committee, received the cita- 
tion on behalf of the association. 
It was presented for the National 
Safety Council by Congressman 
Davis, of Tennessee. 

In reporting on the cooveration 
of the outdoor medium with the 
numerous public service projects 
of the Advertising Council, David 
M. Souder, association executive, 
said that the value of outdoor 
space contributed by plant owners 
totals $500,000 a year. 


# The public policy session, pre- 
sided over by Mr. Standish, in- 
cluded an address by R. M. Gray, 
advertising and sales promotion 
manager of Esso Standard Oil Co. 
ard chairman of the outdoor 
acvertising committee of the ANA, 
in which he outlined the projects 
of the Advertising Council and 
thanked the outdoor industry for 
it, cooperation. 

Burr Robbins, executive vice- 
pesident of GOA, described the 
Outdoor Advertising Foundation 
at Notre Dame University, and 
Dean James E. McCarthy, direc- 
tcr of the foundation, discussed the 


Gt A Drug Product? 
M ny drug firms are 
cr ing the blues. But 
m client’s sales are 
wor 10% ahead. Want 
™ re business... NOW? 
W -ite: 


bce x 7113, Advertising Age 
33) W. 42nd St., M. Y. 18, &. ¥. 
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public relations aspects of the 
project. L. W. Trester, direc- 
tor of public policy of GOA, 
Washington, outlined some of the 
legislative problems which will be 
faced by business and industry in 
the near future. 


ws National advertisers addressed 
the convention Friday at sessions 
sponsored by Outdoor Advertising 
Inc., under the direction of Kerwin 
H. Fulton, president. Summaries 
of their talks appear elsewhere in 
this issue. 

Victor H. Pelz, director of TAB, 
outlined the need of advertisers 
and agencies for detailed infor- 
mation on market coverage, and 
explained the program of the 
bureau fof extending its field 
work and making circulation 
audits more generally available. 
Mr. Standish was elected presi- 
dent of the association for the 
succeeding year, with Henry R. 
Johnston, Reading Pa., moving up 
to chairman of the board. C. D. 
Blessed, president of Walker & Co., 


Detroit, was elected vice-president. 
J. B. Stewart, Clinton, Ia., was re- 
elected treasurer, and D. W. Van- 
derwater, previously assistant sec- 
retary, was named secretary. 

Nash, which felicitated the out- 
door industry on its cooperation at 
the Atlantic City convention last 
year, repeated with a painted bul- 
letin opposite the Hotel Peabody 
in Memphis, saying, “Thanks a 
million.” Coca-Cola, another large 
user of outdoor, dispensed ice 
cold bottles of its beverage 
throughout the convention sessions 
without charge, and both Schlitz 
and Anheuser-Busch were hosts at 
entertainment features. A number 
of outdoor department heads of 
leading agencies were on hand 
for the convention. 


DONNELLY HEADS 
STANDARD OUTDOOR 


CINCINNATI—Edward C, Donnelly 
Jr., president of John Donnelly 
& Sons, Boston, was reelected pre- 
sident and Parker James was 
named executive vice-president 


and secretary of Standard Out- 
door Advertising, Inc., at the organ- 
ization’s annual meeting here 
last week. J. A. Zimmer, president 
of Central Outdoor Advertising 
Co., Cleveland, was reelected treas- 
urer. 

Directors chosen were John A. 
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Kress, Whitmier & Ferris Co., Buf- 
falo; John A. Stahlbrodt, Rochester 
Poster Advertising Co., Rochester, 
N. Y.; E. A. Eckert, E. A. Eckert 
Advertising Co., Mansfield, O.; 
G. H. Bork, Utah Poster Service, 
Salt Lake City; Mr. Donnelly, 


Mr. Zimmer and Mr. James. 


Ea ul 


All branches of illustration and 
commercial photography, in 
black and white and color — 
prints and transparencies. Photo 
retouching. 


or} F PHOTOGRAPHIC ILLUSTRATIONS 
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1721 No. Wells St., Chicago 14 


house. 
than a playboy for 


A DAY INT 
AN AD MAN 


3—The Sales Manager 


9:15 A.M. ne's in the dog- 
Sales are falling faster 


chorine. Receives nasty memo from 
president: "What ho?" 


a beautiful 


Invites boss to lunch 
to explain new idea. Orders drinks 
made with superb Carstairs White 
Sealwhiskey. Drinks taste so good, 
boss sees he's a man who cares. 


cost of living. 


CARSTAIR)” pon 
White Seal\ / 
ke 


Tn van 


9:20 Sends several bottles of Carstairs as 
Christmas gifts to all his friends this season. 
Not only is it the best Holiday Spirit of all, 
but its price is as low as his sales used to be. 
(Try it yourself ... 


and see!) 


i LIFE OF 


10:15 confers with pres. Says 
trouble lies with faulty adver- 
tising. Claims ads have less punch 
than Joe Palooka — and a Starch 
rating so low, it's subterranean. 


4:00 Receives congratulations 
on new sales plan from boss, who 


calls hima positive genius. 
sales rising even faster than the 


sales idea. 
bigger bombshell than the one that 
fell on Bikini. It's so powerful 
he feels radioactive. 


Feels certain it's a 


Sees 


Sale 


White 


5:15 celebrates at bar with the 
Perfectly Balanced Blend. What a 
drink! Rich as Fort Knox; light as 
helium; mild as May; hearty as a 
politician's handshake. 


The Man who Cares Says: 


CARSTAIRS 


Seal 


Blended with Care...for Men who Care 


Carstairs Bros. Distilling Co., Inc., Baltimore, Md. 
BLENDED WHISKEY, 96.8 Proof, 72% Grain Neutral Spirits 


> i ee, 


1 ee 
‘ bs 


a | | | ee . 
| Ey} | | _ 
ese f 
fore jf ' 
2gis eC ¢ 
tice ! —— | . 
= | Advertising q 
oa | ; 
) Photographs a 
| _ Ng 3 
a 
. | if 
, \ $$ DV e--_:-_— ; ie 
| Sa ‘ 
{ <Se< SR ‘ 
SR 
a | 8 Nw 
for | ai} \\ ; 
| BEAR SS 2ST ay a 
fa] “ 

a a 
a. acomn = °\ ° 7a 
| : aie ! oe —-- 11:15 | Thinks up a PE A " 
Seats —— ; : omy, ae a Cecatse S 

Sires raey A 65>, Saw q 

Seale tg 1 € ge a 

R- \o Ash pO are EN Hy j 

ite y — O-* —E—_ A Di | 

Poi Br vs yy q 

vy 

| fo il : 

wn i > Mae 
BS oo oats a as ee Bho oy : . 

— a oa SOA ke 
~~ is Ty? _ 
i ha Es «6h 


Fair Trade Part 
in Glass Wax's 
Success Told 


New York—tThe part played by 
fair trade in making Gold Seal 
Co.’s Glass Wax a major postwar 
miracle was reported to the mem- 
bers of the American Fair Trade 
Council here last week. 

Harold Schafer, president of 
Gold Seal, told the group that 
Glass Wax sales and advertising 
success was largely due to ability 
to show price in ads. He pointed 
out that one of the major differ- 
ences between local and national 
advertising is the inclusion of price 
in local. 

John A. Goepper, New York 
regional director of sales, told the 
group that, once the advertising 
plans had been set and the name 
chosen, the company’s considera- 
tion on price took these lines: 
“With the fear of sharply rising 
costs, we thought that 69¢ a pint 
would still be a very fair price. 
But we felt that if Glass Wax 
were priced at a fair trade mini- 
mum suggested price of 59¢ a 
pint, then anyone could find it 
within his means to buy a can.” 

Corresponding discounts were 
made for buying larger sizes. 


“PHOTOSTATS IN COLOR” 


From colored layouts, proofs, paintings — or 
Kodachromes. For presentations, displays, 
etc. We call them RABBIT Prints. They're 
cheap, they're fast, they multiply (10 dupli- 
cates minimum). 16” x 20” largest. 


THOMAS B. NOBLE ASSOCIATES 


302 E. 45th St., N.Y.C. 17 LExington 2-4947 


Mr. Goepper feels that Gold 
Seal has “established a definite 
value in the mind of our con- 
sumers through our media of 
national advertising and promo- 
tion by fair trading Glass Wax.” 


s Although independent distribu- 
tors and retailers may develop 
private brand merchandise of 
good value, such “private brands 
can neither be developed in suffi- 
cient volume nor supported by 
sufficient national advertising to 
develop any real degree of con- 
sumer acceptance,” Walter Bron- 
son II, president, Bronson & Town- 
send, New Haven distributor, told 
the group. 

James C. Cumming, vice-presi- 
dent, John A. Cairns & Co., re- 
minded the group that fair trade 
is the retailer’s darling, and he 
outlined three ways in which a 
manufacturer can “in the ultimate 
interest of the consumer control 
the retail price of his product.” 
These were: Selling on an exclu- 
sive basis to one store in each 
city; selling on consignment ¢Mr. 
Cumming admitted he knew no 
manufacturer currently using this 
tactic); fair trading. 

John A. Cawley, assistant sec- 
retary, Miles Laboratories, re- 
ported that fair trade is actually 
a price bulwark for the consumer. 
“The saving to the consuming pub- 
lic is shown very clearly by a 
survey made since the war, indi- 
cating that despite the heavily 
increased price of goods in general, 
including such necessities as food, 
apparel, utilities, etc., that the 
total increase on all fair trade 
items between 1939 and 1947 was 
the insignificant increase of 3.12%, 
whereas all items of merchandise 
showed an average increase of 
59.3%.” 


Management is hard-boiled 


today! 


sales plan now for profits in 1949. 


It is wise to find out where your 
product stands competitively . . . and 


to test the effectiveness of your 1949 


sales program. 


Because of the medium-size of the 
Burgoyne test cities, it is possible to 
use dominant newspaper space and 


still have a thrifty overall research 


package. 


May we set up a proposal to fit 


your problem? 


So, pre-test your 


pre-test for profits 


SYRACUSE 


Syracuse buying power 
shows 26% above national 
average. SALES MAN. 
AGEMENT’s current sur- 
vey of buying power 
proves it. 

Reserve buying power: 
families of Syracuse accu- 
mulate the largest savings 
accounts of all families. 


SYRACUSE HERALD. 
JOURNAL gives com- 
plete coverage at low cost 
... 973% of ABC Zone 
families . . . 84% of City 
and Retail Trading Zone 
families where annual 
food sales top $92 million 
and annual drug sales top 
$10 million. 

A good test city in which 
to “sample” the busy in- 
dustrial Northeast! 


Burgoyne rocery ér Drug . 7s 


DIXIE TERMINAL + 


CINCINNATI 2, OHIO 


Video, Research 


Hold Four A's 
Chief Attention 


(Continued from Page 1) 
Dobberteen said that the sur- 
veys have been widely used in ad- 
vertisements, and that such usage 
connotes a considerable degree of 
acceptance. 

Noting the point that one state 
showed a rising audience but a 
decline in actual circulation, Mr. 
Dobberteen argued that there is 
no reason to expect complete cor- 
relation—by segments—between 
the Audit Bureau figures and audi- 
ence studies. 

He pointed out that audience 
surveys do not measure how many 
persons see an advertisement, but 
how many see a magazine. He re- 
called that 13 magazines are cur- 
rently being measured, and he said 
that no technique now exists to 
measure accurately the difference 
between two dissimilar things, 
like Life and The Saturday Even- 
ing Post. 


a Mr. Dobberteen said these were 
valid reasons for not wanting a 
centralized research organization: 
(1) Media skilled in research will 
have to share their advantages 
with competitors not so skilled; 
(2) chances for a “scoop” in re- 
search are almost eliminated; (3) 
much depends on the skill, person- 
nel and quality of the central au- 
thority, and on agreement in tech- 
niques. He noted the charge that 
central authorities tend to settle 
for old techniques of research. 

But Mr. Dobberteen feels that 
these defects are more. than 
matched by these advantages of 
a central authority: (1) Increased 
standardization of techniques and 
terminology (the differences in 
which now make comparison of 
studies impossible, he said); (2) 
tendency to bring sub-standard 
techniques up to an acceptable 
basis; (3) elimination of overlap- 
ping projects; and (4) increased 
acceptance on the part of the ad- 
vertiser. 

Marion Harper Jr., McCann-Er- 
ickson executive and chairman of 
the research panel, had followed 
the ingenious technique of asking 
a group of 12 agency research di- 
rectors what they thought of each 
point: He said the group was cyni- 
cal about the possibility of getting 
a central authority into operation 
in the media research field. 


s Another slant on research came 
from Henry A. Mattoon Jr., vice- 
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PHILOSOPHY—Pau! Weaver (center), head of the philosophy department of Stephens 
College, Columbia, Mo., was broad-minded as he appeared at the eastern conference 
of the Four A’s with a newspaper and a radio man: Harold S. (Rusty) Barnes (le't), 


director, Bureau of Advertising, ANPA, 


and Mark Woods, president, American 


Broadcasting Co. Dr. Weaver spoke at the annual dinner. 


president and creative director, 
Compton Advertising. Mr. Mattoon 
had polled 83 copywriters for their 
opinions of their research depart- 
ments. The vote showed that 12% 
found their researchers helpful, 
71% “have their fingers crossed” 
about the help their research de- 
partments can give, and 17% don’t 
like the efforts of the research de- 
partment. 

What copywriters want from re- 
search, he said, is better raw ma- 
terial for copy, a more creative ap- 
proach, and more speed with data. 

One of the most reassuring 
speeches to the research men came 
from William E. Berchtold, execu- 
tive vice-president of Foote, Cone 
& Belding, and one-time research 
director himself. “All the hubbub 
of the past two weeks means noth- 
ing,” Mr. Berchtold said. 

Mr. Berchtold also explained his 
view on media research. Audience 
research in magazines is merely 
another dimension, he thinks, and 
the need of the advertiser is still to 
know more about the people who 
read magazines, how they read 
them, and how they consume pro- 
ducts in which the advertisers and 
agency are interested. 


a Mr. Berchtold also sketched 
Foote, Cone & Belding’s approach 
to the problem of billing for re- 
search. He said the agency had 
long ago stopped trying to deline- 
ate between between “advertising” 
and “product” research, for which 
the agency and client, respectively, 
would be billable. He read a letter 
to a client, in which the agency 
explained that “We regard the re. 
search department as an extension 
of the plans board,” and that ac- 
cordingly there is no charge to the 
client for thinking, planning, or 
writing the report. The client pays 
out-of-pocket expenses for the 


field work, mailing, typing, tabu- 


lating, charting, etc., with the 
charge broken down on an hourly 
basis plus a percentage of the 
overhead. 

Many of the questions in the 
contact and service sessions re- 
volved around merchandising 
Thurman L. Barnard, vice-presi- 
dent and merchandising director of 
Compton, said flatly that—despite 
the difficulties of working under 
the 15% commission which was in- 
stalled in 1918, when agency ser- 
vice was vastly different—agencies 
now “cannot afford not to render 
merchandising service.” He urged 
that contact men operate closely 
with the sales departments of cli- 
ents, and be close to their selling 
problems. He said that most agen- 
cies now charge for merchandising 
service, where it involves field 
trips, research, cooperation with a 
sales force, etc. 

N. F. McEvoy, manager of New- 
ell-Emmet’s media department, 
was asked if it was true that maga- 
zine’ circulations 
sharply, and would he name the 
magazines now losing circulation. 


He dodged the question of spe- ti 


cific magazines, but said the news- 
stand market had softened last 
spring and that “some mortality in 
titles seems likely.” 


Murine Shifts Officers 


Frank G. Hall, president of Mu- 
rine Co., Chicago, has been elected 
chairman of the board of directors 
James B. Braun, treasurer and ad- 
vertising manager, has _ been 
named to succeed Mr. Hall as pres- 
ident. 


ALMANACS! CALENDARS! 


(Used Daily Throughout the Year) 


PRINT YOUR OWN ADVERTISING MEDIUM 


We supply complete copy for U. S. and 
Foreign ountries — Astronomical and 
Astrological Data, Weather Forecasts, 
Planting and Fishing Tables, Etc. 


HART WRIGHT CO. 


Penn Yan, New York 


CIRCULATION 
DOUBLED 


IN LESS THAN A YEAR 


Now More Than 4 3 O O O (October Average) 
4 


DAILY & SUNDAY 


Fastest Growing Newspaper in the Fast Growing West 


The Des 


SALT LAKE CITY; UTAH 


National Representative: Cresmer & Woodward, Inc. 


t Nems 


were dipping# 


a a ae 


ollov 
nd ¢ 
hift 
had 
he t 


( -ye 
ous 


p we 


espo 
Gre 
orde 
Vort 
listri 
a 


a eee eee Oy Bs: os oo PIER ae ee Pewee eRe ; Sth i ai iE is sitcom i Fao ue, decals mete ean ‘ ai ee. j ee fe i naa 2 py oe gies. 3 ee eee a = en: De “A 
& Cre eee. - ae oes GEES ERCE irae ree eee Ca at sien ls 6 BE: 4: ‘egenees Sela a ae aegis? “een *Sapsenaita® : ee ee FEELS a ee ae eT rE: ce 
ie aa Sey ee ae *. fae } Seg ee ter a ae ole ae ae eye elle ae oe Soe a ny: ei 2 “hae am ee oe ae ree ya pe ee ae Re ae ees ei a 
i — at aa lait | aaah any od ct a Ak ia) SR j : ST gue Mag 2 Sh a al tT ee Be | oe See maa eee meee “4 Bis oe) Jae 
oe. [gee Ae ess sed é ‘ 7 tee omer Re a ead eee nee : eo feels y Bg Gat : . Ta) 3 i fips Sh & tae 2 . k, g ee 
—— <<< a | . 
ae eae 
4 “ 
a ; : . 
emu ; 
Be se . a 3 a ies ats Pad 
‘ : see ed 5 : 
7s cea. s Pe eae ‘ peo Fe tae . aa 
<a 7 a a is lad 
. Bie ’ Pe ‘ ~ e ae 
ee isa ‘4 a) pa os. * aa ee Se ae > i 
et : sii se — ae sueda bey cee, a ; WA! 
i nem IM ch pal ie ete . y an yee ~ ! 
Br % ah. Ae : | 
6 a a i bce ie oe ee rig ae wee. ‘AZ pus in 
at . fa a eee ee -— ¢ | ee Js - pist re 
= eee -- ed Soe te dee ge ae : ee — aes, ” im . : 
oe Test i ee ae m ————— jec the 
worn. | eee : i oa Ales em a eo ‘ eee é i 
i be iS Pa 2 ae. ede 
’ St eee eb apart > eg a hs Mei For 
ey eae a J Kiet i: ; ne 4 
ee oe | tg, 7 - a 7 _ ; ecer 
Sr ey he Ne aes Ao eee Be ee ue ee B , 
Os es 2 CS Fe elt: Geos ‘ a ee b , 
on 2 Oe ee re = liar 
a | ee: ges Se pe ao. ae Sead pa f e 
ee os " ey Pe ae ec See: :§ ee Ghee ere % a 
er ao = aoe o . oe Do. | fe eens oe VF 
" - eae Aan, Oe aes rae Ee gO oe ee eee 
i : Pin Cala oon iy: ; or Set 
Re a - | Bie) te aticeees ae ne 
Bi es . Ie sae Ate aid eg a hee : ve he sé 
i | ; 
Tw 
" n sal 
es P nd I 
Th oe 
ae Ss aie. 
Pas | 
pe SR ! 
_ | 
_ eee 
7 e* i 
a ————————_—__———_—————— = 
7 - 
y : ——- | 
ae | 
ee - 
ees * ‘ 
7 ethos 
Se . 
ae 
"9 ‘d 
i ae 
P | 
j oe 
Semen 
— | 
ee seccniee 
Pigetes 
ie , 
- es 
: SS 
| 
| 
wr 
-_ | ; 
Cee | 
ait Taser 
eae PE 
ee Ss | . 
ee | 
ea eS 
ine: por 
a ——- | 6% 
aT ies 3 . (F > 
> Su re Sore % oA eee ier tre ae ar, 2 Bo ‘—— m alee : See at, ae leanne » 
ee a ste ee} Ge ee t 
: ahah? Ree ee Vere” | See Se ‘Se ees ee at 
ie ease (ne eae * 5) A cae, eee ee Se? en cn ee peal 
Sh hae ae a i me. i Sere eye, rae ie ee 
a a emer ee Oo ey re Oe Lee Fi Map ge erate Y 
7 aioe reg a RS “. Ga a ce § a oe > aR Fe a malt. 3) sate = el LU "Ze 
eon: Se Es o> ae oie aoe Pee q eae fy ust ( 
seen Pane "a, a a te ace ee eee oe e Be eet see 947, 
Trae Oitiad i eeegle bes pee ds ie Nala) ange en TRE ee ge r Ge nine Serene 4 ‘ae te - 
Vika her tk ees he Fp ae . . cs, ee a eee a” os SMI ail ee cc ere 
ee, See ee mae ee eT reise) 9) 6c). ee eee a ee gic Fe 
ees Bee ok ea tan Seagate ; Gee: ects 
“ Se een re 5x VRS re iii f 
sy fare ee ee , " ps aii Teme : 
= il Lua ay Rigas a : — nere 
: : a as : Se 
: Aen yj Ae : ; marae a a War x 
: restr ‘ pa “age — em = , eee 2 Se otec 
: sige ee Ns (rd rug 
; end Sh ae a ng 
E ne ; Ls g 
fied ehicn § ‘sine aes a teniten.2: ; ‘ 
Bia i galls siti : wl noe we eg ta eb Se bili 
r eee 3 Os eae ere his Bae © scl ac ia ae =e Sine 
hae 58 : i gee eee Bee oe oe poe - r 
ial woh § a seamen i a i 4 oe - =e emis roce 
ee : eg, CR MR Beaters, Secs ion Se ag moe gamma Sty 
i Be Ee eM steep ee Re merce 3 hes: hs age A or Ba 0 cl 
oe iif ; ea a eee ” aera . Sates . 
a ay ee ter connec eee Psa pee . a" og 
a erie i Prin ye a 1 = yi a i ag 3; i=; Same ceasi Bie en fe, Sa ae ee ae is — iB ‘ ‘rel —— Fed 
Agusan ee \ ee Sie: Sees Co en ge $e nigiate b Se . 
(ils ioe geet q oes oe ser Rae 6 Sess Cae — y Rite See hie. Dist 
= ae” ' Bee, eA OEY) Gee ah he nd et. oe eee one ete? : bn 
Ye eee ae a New 
ae = Bost 
Ce con 
os ee cae Spri 
vee? ees P 
PO ale aig Pro 
ae nee ew | 
x FSi 
By oa New 
i push N 
heres Buf 
ee Te Nev 
ake ee Roe 
hei apt hilac 
= ase Phil 
: ; | Pe level 
Lea Val > | 
ee | 
cake Bee | 4 
Be ee: | 
je ie iis ie | 
Rehan | 
%% : a 
fa “4 | 
Bie he 
ri a: PO 
a | 
i. | | 
ie & or? ‘. 
er i 
2 ze fF 
As oe ee a 
oes : 
ae ’ 
De dre . 
ies ee 
Sere, j 
On ON 
Ss Naa 
Se. a + a i 
heey wie es | 
i es aes 
id : ney = PO 
a 
acute et 2 
ee 
i asl ot ————_ 
8 WA ie 
aor . n 
hee en, i} 
ae i - ‘ 
a’ a WAS TAN 
| 
| ee ; 
EE TT 
4 
; af 5 ; a . - é : i al el i tea t 
of ee ater * ; & " pe ie 4 at ay iat : ? * eS i 


Steph. ns 
onfere ice 
nes (left), 
American 


a 


‘ith the 
n hourly 
of the 


; in the 
ions re- 
undising 
e-presi- 
rector of 
—despite 
g under 
| Was in- 
ncy ser- 
agencies 
» render 
le urged 
- closely 
s of cli- 
r selling 
st agen- 
andising 
es field 
1 with a 


of New- 
irtment, 
it maga- 
dipping 
ame the 
lation. 
of spe- 
e news- 
ed last 
tality in 


of Mu- 
elected 


aS pres- 


ARS! 
par) 
MEDIUM 
S. and 
al and 
recasts, 


e) 


. 
ie oe a> 


Federal 


WASHINGTON—Department store 
wsiness in every Federal Reserve 
istrict was off markedly during 
jection week. 

For the week ended Nov. 6, the 
eceral Reserve Board reports a 
iliar volume loss in the U. S. of 
i, as compared to the same week 
gst year. The decline made its 
rst appearance on the West Coast 
he second week of October. 

Two or three weeks later, drops 
n sales were noted in the Dallas 
nd Kansas City districts and the 


‘DEPARTMENT STORE | 
_— SALES INDEX 


1935-39 EQUALS 100 


Week to Nov. 


6, °48*.p319 
Week to Oct. 30, °48*. .319 
Week to Nov. 8, °47*..347 
Week to Nov. 1,°47*..313 


Month of Sept. °48*. .p319 
Month of Sept. °47*.. .300 


pPretiminary 
*Not adjusted seasonally. 
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ollowing week in the St. Louis 
nd Chicago districts. Outstanding 
hift occurred in Houston, which 
sad consistently led all cities on 
he tabulation, with sharp year- 
o-year gains, since early this year. 
ouston sales for the week of Nov. 
} were down 12% from the cor- 
esponding week of 1947. 

Greatest city losses were re- 
orded in Los Angeles and Ft. 
Vorth, both off 17%, and largest 
listrict decline showed up in the 
t. Louis district. Only two cities 
eported increases—Miami with 
6% and San Francisco with 11%. 

Chain store and mail order sales 
or the month of September are 
stimated at $2.35 billion, about 
10% above the same month of 
947, by the Department of Com- 
erce. Much of the increase re- 
lects rises in prices. 

Apparel stores recorded greater 
ncreases, while small boosts were 
oted in building materials stores, 
irug stores and eating and drink- 
ng places. General merchandise 
stores registered a decline, and 
rocery and furniture outlets had 
10 change. 

Year-to-Year “% Gain 
Jan.- Mo. of Nov. 
Aug. o- 6 
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les 
DD, ) 650" ba08e0 6 s s -9 
EEL a 6 anon eo Gade 10 ~ —§ 
SE.” <codesscense 13 15 —13 
WY Sh eeedx i oomee e's 9 14 --7 
«in dvs oh'0.08 9 5 —13 
Richmond District ..... 6 11 —7T 
Washington .......... 5 5 —-6 
CD h dicced eaves 2 9 7 
Atlanta District ........ 10 11 -§ 
Birmingham ......... 15 13 13 
0 7 9 16 
i ie teen whe & eae ~ 9 0 
New Orleans ......... 14 17 ll 
ED tes dado ou X's 7 s 16 
Chicago District ....... 9 3 —10 
DEY i idbabiseececde 5 2 12 
Indianapolis ......... 5 5 12 
DD Ban tdoveck eens 10 6 -§ 
Sco seaside 14 5 7 
St. Louis District ....... 10 8 11 
i. ois codes’ ll 12 16 
Ro doa s's o's & oh 12 10 6 
i CNS 6 cclk pose eee 10 5 12 
ee ing 6 10 —83 
Minneapolis District s 1 . 
Minneapolis .......... oo) 5 bd 
et Pe 16h s oad epee 5 0 * 
Duluth-Superior ..*... 13 1 ° 
Xaxsas City District .... s 2 a) 
tT : ebiesc ¢bad.s wae 4 1 —3 
ES ee 11 7 --2 
Benmeas City ........ 10 3 11 
8 OO Ae 1 & —9 
Oklahoma City ........ 12 4 -—7 
Fee 19 2 -11 
Dallas District ......... 12 15 10 
TIS 5 id ewe viwd &a00 6 6 —2 
ED « ovkdnesene 10 4 —17 
i! aa aededknas a 27 43 -12 
San Antonio ......... 10 11 --5 
San Francisco District .. 9 2 —10 
Los Angeles Area ..... 2 —3 —17 
PEE ad cdeed oases 9 10 ~11 
San Francisco ....... 4 10 11 
TT fies sais o.0d4 ee 11 6 —5 
Salt Lake City ....... 4 2 -—¥ 
PE i, ceaetane dune 4 6 —8 
r— Revised 


*—Data not available. 


WILLIAM F. HONER 

HARTFORD, CoNN—William F. 
Honer, 56, retired secretary and 
director of Fuller Brush Co., died 
in a hospital here Nov. 11 follow- 
ing a brief illness. 

Mr. Honer left the advertising 
department of National Acme Co., 
Cleveland, in 1921 to join the Fuller 
zompany as assistant advertising 
manager. He was named adver- 
tising manager in 1929, and the 
following year was elected assist- 
ant secretary, continuing his ad- 
vertising duties. He was named 
secretary and a member of the 
board in 1943. 


J. C. LINER JR. 

DALLAS—J. C. Liner Jr., formerly 
general manager of KMLB, Mon- 
roe, La., and son of the president 
of the station, died suddenly in a 
Dallas hospital Nov. 12. 

Mr. Liner, who was 39, left 
KMLB about a year ago and had 
recently resigned as manager of 
KGHF, Pueblo, Colo. 


RICHARD J. CULLEN 

PHOENIx—Richard J. Cullen, 73, 
chairman of the board of Inter- 
national Paper Co., New York, 
died Nov. 13 in St. Joseph’s Hos- 
pital here after he underwent an 
emergency appendectomy. 

Mr. Cullen was also chairman 
of the board of International 
Envelope Co. and a director of 
Canadian International Paper Co. 
since 1927. He was a pioneer in the 


| HOW NEW ENGLAND FARM INCOME IS OBTAINED 


New England farming has always been different— it is diversified — 
and with few exceptions all farm products are sold to the great consum- 
Figures show the 1947 income from the 


ing population within the area. 
sa'e of leading products to be: 


Dairy Products $203,157,000 
Poultry Products 174,743,000 
Potatoes & Vegetables 137,174,000 
Meat Animals 46,174,000 
Tobacco 41,106,000 
Fruit 30,405,000 
Maple Products 3,794,000 


Farm Market is assured for 1949! 


The New England farm income in 1947 was more 
than Seven Hundred Million Dollars. The 1948 figures 
will be even better. A dependable New England 


development of kraft paper, and| after an illness of six months. 


of the paper industry in the South. | 


Mr. Rosenberg started as an of-| 
Mr. Cullen had been with Inter- fice boy with the New York Ameri-| 


national Paper Co. since 1927. He | can, later becoming real estate ad-| 
was made a director and president | vertising manager of that news- 


of the company in 1936, and had) 
been chairman since 1943. 


JOSEPH M. PIONE 


Pione, 66, former assistant mana- 
ger of the direct mail division of 
McGraw-Hill Publishing Co., died | 
on Nov. 9 of a coronary thrombosis 
at his office. 


Hill for the past 17 years. 


R. L. WHITTON 


with the sales department of Cri- 
terion Service, Inc., here for the 
past 14 years, died at his home 
Nov. 13. 


ARTHUR ROSENBERG 


64, president of the Arthur Rosen- 
berg Co., died Nov. 16 at his home | 


paper. He resigned 27 years ago to. 
form his own agency. 


GEORGE L. ADAMS 


SEATTLE—George L. Adams, 56, 
former circulation manager, Seat- 
tle Times, and for more than 20 
years president of the Adams News 
Co., distributor of magazines, died 
Nov. 9 after a two-month illness. | 


Wew YorK—Joseph Michae! 


Mr. Pione was with McGraw- 


Opens Trademark Dept. 
Koodin-Lapow Associates, New 
York, industrial design firm, has 


established a special department 
for trademark design. 


The GRADE TEACHER 


Darien, Conn. 


during the last school year 
received 410,000 individual 
teacher requests for nearly 
6,000,000 pieces of classroom 
material. 


A SMALL MAGAZINE 
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A BIG INFLUENCE 
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WITH THE GREATEST WHOLLY VOLUNTARY 


NET PAID A.B.C. 
HOSPITAL CIRCULATION 


Stasulal 
Management 


IN THE U. S. 


~ CIRCULATION GROWTH 


7520 


realest MA 


OFFERS THE 
OPPORTUNITIES IN THIS TRE 


‘ panding Wharket 


ITH the greatest available coverage of U. S. hospitals — 569 more than its 
nearest contemporary in wholly voluntary net paid circulation — HOSPITAL 
MANAGEMENT offers you unparalleled marketing opportunities: 

The market is expanding as never before in history! Construction is greater — far 
greater — than in the famous boom period of 1927-1930. Last year, new construction 
amounted to $188,000,000 —this year the figure will top $250,000,000 — and there 
is no levelling-off of the curve in sight: $50,000,000 of a $300,000,000 medical center 
is already in blueprints for Chicago, alone! Other millions will be spent in other cities, 


all over the country. 


And this is only part* of the story: For every $1,000,000 in construction, there 
must be $200,000 invested in equipment, and over $300,000 spent annually for main- 


tenance and operation. 


Hospitals are big business. They are getting bigger. And your BIGGEST buy in 
the hospital field is HOSPITAL MANAGEMENT, with the biggest U. S. hospital 
circulation, and the lowest rate per page per thousand circulation among hospitals. 


HOSPITAL MANAGEMENT 


100 E. OHIO ST., CHICAGO 11 


® The Only Hospital Publication which is a member of both the ABC and ABP @ 


*For an interesting discussion of the present hospital market, write 
for a copy of the November Hospital Management Newsletter. 


RKETING 
MENDOUSLY 


Food Sales-Ad 
Ratio Reaches 
Record Low 


(Continued from Page 1) 
then repeated this showing in 
1948.” 

He stressed “the amazing sales 
vitality” of advertised brands 
which had “strong consumer 
franchises before the war.” Many, 


CON VENIENT ART 


Yes! Convenient Art——easy to find 
and use—at a low price that's con- 
venient, too. That's The Art Mart* 
Service. Send coupon for details on 
the newest thing in advertising. 
P.O. Box 2121 


MART maRT* Dallas |. Texes 


if you think | need it, prove it 


Name 
Cc 


7, 


Address 
City 


“Classified Art for Every Use 


stricken by war shortages, “al- 
ready have regained their prewar 
popularity, and one such brand 
has beaten its prewar competitive 
position by 23% and its prewar 
tonnage by 63%.” 

High quality of product, Mr. 
Nielsen said, “is still the most 
vital factor in achieving satisfac- 
tory sales records.” He mentioned 
one brand in a highly competitive 
field which, “by working patiently 
in the laboratory until it developed 
a definitely superior product, 
increased its share-of-market since 
1942 by 129% and its tonnage sales 
by 214%.” Meanwhile, its principal 
competitor, devoting “most of his 
‘research’ efforts to ‘proving’ 
that his product was better, 


wondered what manner of cyclone | * 


hit his business.” 


a Many products which introduce 
elements of convenience or labor 
saving, Mr. Nielsen said, have 
shown sharp sales increases. But 
he warned of danger to manufac- 
turers in the fact that “the typical 
food retailer has allowed his stecks 
to shrink dangerously low. . . The 
average brand is out of stock in 
16% of stores which regularly 
carry it (compared with prewar 
‘normals’ of 6 to 8%). Even the 
best-stocked brands show out-of- 
stock averages of 8%.” 

Mr. Nielsen found “a surprisingly 
constant relationship, from year to 


year, between grocery store dollar 
sales and consumer disposable in- 
come.” He urged manufacturers to 
develop skill in marketing and to 
make greater use of marketing 
“tools,” including marketing re- 
search. 

Then he devoted about 3,500 
words to the Nielsen Store Index, 
Nielsen Radio Index and the new 
Nielsen Consumer Index; to com- 
ment on election polls and market- 
ing research, and to assuring the 
grocery manufacturers that “pre- 
vious conclusions regarding the 
validity and usefulness of soundly 
conducted marketing research need 
not be altered by the difficulties 
encountered in the polling of 
elections.” 


ws Two heads of large food re- 
tailing organizations—H. V. Mc- 
Namara, president of National Tea 
Co., Chicago, and T. A. Von der 
Ahe, Los Angeles, president of 
Von’s Supermarkets and chairman 
of Certified Grocers of California 
Ltd.—cited the importance of ad- 
vertising in helping to build their 
turnover and profits. 

Mr. McNamara described steps 
taken by National Tea’s new 
management in recent years to 
turn losses into profits with 
virtually no change in operating 
personnel. Under the earlier 
regime the company had no sales 
manager, he said, and “the adver- 


year. 


interest. 


their rich trade areas. * 


ing newspapers. 


Drug Stores are popular places in Florida—all year 
‘round. Last year drug store sales per family in- 
creased more than 28 per cent over the previous 
And Florida moved from 23rd to 4th place in 
the nation in family purchases at drug counters. 


Space buyers will find the following figure of special 
Of the total dollar volume of drug sales 
in Florida, 74.5 per cent was spent in areas served 
by Florida’s three big morning dailies. 


The Florida Times-Union . . . the Miami Herald... 
and the Tampa Morning Tribune . . . give you fam- 
ily coverage in Florida's three major markets and 


at less cost when you use Florida’s three big morn- 


*From 20 to 100 per cent in 45 of Florida’s 67 counties. 
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tising manager was given all the 
cats and dogs that the buyer was 
stuck with.” 

Among other things, Mr. Mc- 
Namara found that “90% of the 
company’s stores had left-hand 
entrances.” He learned that only 
about 7% of the population and 
5% of women are left handed. And 
yet “customers had to push a 
shopping cart left handed and 
down the left aisle. They prac- 
tically had to reach left handed 
for most of the merchandise.” 

Although National Tea _ will 
remain in bread baking and coffee 
roasting, “we are not going into 
the wholesale or manufacturing 
business,” he said. 


ws “I don’t have to tell you folks 
our position on nationally adver- 
tised brands,” he said. “Our ad- 
vertising tells the whole story. We 
believe in advertising. . . news- 
paper, radio, handbills, window 
streamers, special store and season- 
al promotions, [but] we still 
feel that newspapers are the best 
medium for over-all food adver- 
tising.” 

Mr. McNamara believes that “in 
most cases fair trade laws hurt 
rather than help you or us... The 
fair trade act does not protect you 
from competition. The same also 
applies to minimum markup laws. 
The retailers just use more items 
at a lower markup and average 
their markup. Both of these acts, 
in my opinion, are built to hold 
an umbrella over the careless, 
inefficient and sometimes lazy 
merchant, and this applies to 
chains as well.” 


we Mr. Von der Ahe emphasized 
that “a great majority of super- 
market operators. . .wholeheartedly 
favor and encourage the use of 
advertising allowances” by manu- 
facturers to retailers. 

He pointed out that supers spend 
an average of one-half to 1% of 
their $4-billion annual gross, or 
$20,000,000 or more a year, on 
consumer advertising. “Every man- 
ufacturer wants and requests tie-in 
ads,” he said. “Advertising allow- 
ances (spent for advertising and 
for no other purposes whatsoever) 
can insure and guarantee this 
cooperation.” 

To recent statements against 
advertising allowances by two 
prominent retailers (Patsy d’Ago- 
stino of New York, former presi- 
dent of the National Association 
of Retail Grocers, and Lingan A. 


Warren, president of Safe 
Stores, Oakland) Mr. Von der 
said: 

“One represents a group w 
members are not in a positic to 
earn them; the other repre: 
a company that has many pri 
labels of its own and is not ; 
terested in advertising allowa ¢ 
because they are designed to 
mote nationally advertised br: : 
in direct competition with t 
own private labels.” 


a One session dramatized 
GMA public relations prog: im 
Participants included William G 
Werner, Procter & Gamble 0: 
Hector Lazo of Sunshine Bisc. its: 
J. Sidney Johnson, National ‘is- 
cuit Co.; H. E. Meinhold, Du'ty- 
Mott Co.; Sally Woodward and 
Mabel Flanley of Flanley & Wood- 
ward, specializing in public 
relations to women, and Hazen H 
Morse Jr. and Dave Thompson of 
the GMA staff. 

The GMA reelected Paul §. 
Willis for his 16th annual term as 
president. Mark Upson, general 
sales manager of Procter & Gamble: 
W. H. Vanderploeg, president, 
Kellogg Co., and Walter R. Barry, 
vice-president of General Mills, 
were elected, respectively, first, 
second and third vice-presidents. 

Talbot O. Freeman, vice-presi- 
dent of Pepsi-Cola Co., was elected 
secretary, and M. Lee Marshall, 
chairman of Continental Baking 
Co., was named legislative com- 
mittee chairman. Reelected were 
B. E. Snyder, president of R. B 
Davis Co., as treasurer, and 
William A. Dolan, president, 
Wilbert Products Co., as chairman 
of the merchandising committee. 


Starts Development Company 

Lonsdale Stowell, formerly with 
Compton Advertising, Inc., New 
York, has formed the Storm King 
Development Co., with offices at 
4 W. 58th St. The company will 
specialize in merchandising prob- 
lems with special attention given 
to manufacturers desiring a rep- 
resentative in the metropolitan 
area. The company plans to enter 
the premium field. 


PUBLICATIONS FOR PREMIUMS 
Publications make ideal premiums because 
of Low oost, Unlimited Variety, Prompt 
Delivery, Popular peseptanse, Known 
Retall Values and Pri 
Comic Books, 10c news ‘aand editions for 
the kiddies. 
For Adults—1l15e and 25¢ pocket size books 
and magazines, detective, murder, mystery, 
adventure titles—-movie and love story 
magazines 


REMIUM PUBLICATIONS 
St. New York 


412 Pha City 
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AT A DEFINITE SAVING IN TIME AND COST! 


«KAUFMANN BAKED MATS - 


Ifyou ate faced with the problem of keeping production 
costs down, while maintaining the bighest standards of 
hewspaper reproduction quality; may We suggest that 
‘you try KAUFMANN BAKED MATS? Many advertisers 


‘are usin 


them with comiplete satisfaction even on the 


vy cult of subjéctss KAUFMANN BAKED MATS 
assure you: (1) Finest Reproduction Quality; (2) Distinct 
Savings in Money atid Tite: Write for newspaper'samples 
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‘today: We believe you'll be.convinceds”™ 
Ott dealer” campalgny try KAUFMANN Direct Pr 


sare DRY MATS for good reproduction at lowest cos 
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‘NOW, FOR 1952...’—George Gallup (second from left) seems to be bearing up 
well under the researching of (left to right) Clarence Goshorn, Benton & Bowles; 
Arch Crawford, National Association of Magazine Publishers, and H. M. Montgomery, 
Hanly, Hicks & Montgomery, at the eastern conference of American Association of 
Advertising Agencies. Dr. Gallup addressed the dinner session. 


‘PR Is Not Yet 
a Profession, 
Society is Told 


(Continued from Page 1) 

and annual dues of $30. Since there 
are fewer than 1,000 members of 
the group, it is likely that dues 
will be set at about $50 a year. A 
suggestion that the society bolster 
its financial position by offering 
sustaining memberships to various 
corporations was emphatically re- 
jected after a lively discussion. 
The PRSA represents a merger of 
the National Association of Public 
Relations Counsel and the Ameri- 
can Council on Public Relations. 

Lawrence A. Appley, president 
of the American Management As- 
sociation, was one who emphatic- 
ally asserted that “the activity of 
public relations has not yet attained 
the full status of a profession.” 
Whether it should be profession- 
alized, he said, is still a subject for 
argument, but offered an analysis 
of the basic elements and obliga- 
tions of a profession to help clarify 
the issue. 


ws One ofthe greatest obstacles in 
making public relations a profess- 
ion, he asserted, is the lack of any 
official and ‘commonly accepted 
definition of the field of activity 
which public relations covers. In 
addition, he mentioned such activi- 
ties as research, formal instruction, 
interneship, concentrated practice, 
evaluation of results and exchange 
of experience as requirements for 
the development and progress of 
any profession. 

He suggested that public rela- 
tions men have paid too much at- 
tention to messages and media for 
communicating them, and not 
enough to the audience—“the mo- 
tivation, the behavior, the inter- 
ests, the action and reaction of the 
human beings who comprise the 
audience.” 

To achieve the status of a pro- 
fession, he said, PRSA members 
nust prepare a challenging objec- 
tive for the field; clarify respon- 
sibilities and qualifications of those 
in the field; adopt a code of ethics; 
set up research projects; develop 
methods of measuring the effec- 
tivéness of the work; adopt an 
interneship system; work out post- 
graduate university curricula on 
the subject; set up a system of 
awards for the development of 
new techniques, and extend the 
influence of PRSA itself. 


ws As was expected, the society did 
not adopt a code of ethics. Touchy 
questions such as whether public 
relations counsel can advertise 
their services, and whether it is 
ethical to solicit clients of other 
practitioners, drew considerable 
discussion but no agreement. 

Mark Ogden, vice-president of 
Spencer Curtiss, Inc., Indianapolis 
agency, reiterated the argument 
that a code of standards is an 
2ssential to professionalism, but 
hat for such a code to carry weight 
there must be adequate provision 
for enforcing it, 


Averell Broughton, vice-presi- 
dent of PRSA, agreed and observed 
that public relations is still too 
young to adopt a code. However, 
he said that it is possible to do a 
general. job of setting up areas of 
agreement, and mentioned eight 
questions (including that of 
whether counsel should be per- 
mitted to advertise) as suggested 
subjects for discussion. 


we One of the greatest needs of the 
public relations field is a little 
public relations activity of its own, 
George A. Pettit implied. Mr. 
Pettit, assistant to the president 
of the University of California, 
touched the quick with his report 
on how little respect newspaper 
men have for the people in the 
public relations field. 

Four of seven daily editors on 
the West Coast who were queried 
by Mr. Pettit indicated that they 
“look on public relations as a high 
sounding title for a person hired by 
organizations of one kind or an- 
other to solicit free newspaper 
space or radio time for favorable 
statements about their employers 
on the one hand, and to conceal or 
distort unfavorable facts, on the 
other.” 

As for setting up public rela- 
tions curricula in universities, Mr. 
Pettit quoted several university 
deans who agreed, in general, that 
courses have not yet been offered 
because the scope and discipline 
of the field have not yet been de- 
fined. 


ws As interim improvements, Mr. 
Pettit suggested that the members 
work constantly to clarify their 
status, develop the attitude toward 
PRSA that they want the public 
to hold, identify themselves as 
society members, and _ publish 
PRSA directories as the who’s who 
of public relations. 

Conger Reynolds, director of 
public relations for Standard Oil 
Co. of Indiana, presented the re- 
sults of a survey his company made 
on the origin of favorable and un- 
favorable opinions of the company. 
Regarding good _ impressions, 
Standard discovered that 77% of 
the customers derived their atti- 
tudes from company employes or 
representatives, 1742% from hear- 
say, 24%% from general reading 
and 2.8% from other sources such 
as radio, advertising, schools, etc. 

Unfavorable impressions, he 
said, were found to originate with 
employes, 55.7%; hearsay, 24.1%; 
general reading, 17.4%; and radio, 
etc., 2.8%. 


Four Executives to Head 
Chicago Office of D-F-S 

Dancer-Fitzgerald-Sample, which 
has moved a number of accounts 
and personnel from Chicago to 
its New York headquarters, an- 
nounced last week that four execu- 
tives will head the Chicago organi- 
zation in continuing a complete 
service to accounts in the area. 

The foursome includes Paul Kee- 
nan, vice-president and treasurer, 
who has been with D-F-S for the 
past 15 years; Sewall Gardner, 
vice-president; James Fitzmorris 
and Elliott Detchon. All are “ac- 
count” men, Mr. Keenan empha- 
sized. The agency plans to have a 
permanent Chicago staff of 85 to 90 
people, he said, despite the shift to 
New York. 


Last Minute News Flashes 


Cochrane Named President of Newspaper Network 


New YorK—Thomas J. Cochrane, advertising manager, New York 
Daily News, has been elected president and board chairman of Ameri- 
can Newspaper Advertising Network. He succeeds Charles J. Feldmann, 
Des Moines Register & Tribune. Also elected were: Warner R. Moore, 
Philadelphia Inquirer, vice-president; Stuart M. Chambers, St. Louis 


Post-Dispatch, treasurer, 
Star, secretary. 


and Samuel H. Kauffmann, 


Washington 


Burke, Kuipers Invades Radio Field 


New YorKkK—Burke, Kuipers & Mahoney, newspaper representative, 
has established a subsidiary, Ra-Tel, Inc., to represent radio stations, 
with offices in New York, Chicago and Dallas. James W. LeBaron will 
be New York manager and Martin McGeehan Chicago manager for 
Ra-Tel, which has taken over the business of McGeehan & O’Mara. 
The new firm will handle, among others, WFOX, Milwaukee; WGP, 
Atlantic City; WNOE, New Orleans; KLIF, Dallas; KNOE, Monroe, La., 
and KBON, Omaha. Burke, Kuipers & Mahoney will represent the 
Santa Fe New Mexican effective Jan. 1. 


Dolan, Strother Quit FC&B International 


New YorK—Patrick A. Dolan, vice-president and European director, 
and Robert A. Strother, vice-president and public relations director, 
Foote, Cone & Belding International Corp., resigned last week in a 
policy disagreement with Harry A. Berk, president of this FC&B affili- 
ate. Brian McCabe has been named executive director of the London 
office. FC&B International now employs 125 people and bills $4,500,000 


annually. 


Carter Tests New Makeup in New England 


New YorK—Carter Products, Inc., is testing a new product, Look 
Lovely, Angel, a liquid makeup, in newspapers in Hartford and Boston, 
and plans to expand the campaign. The ad claims the makeup was first 
prepared by a leading dermatologist for movie star Ann Sheridan, who 
gives a testimonial in the ad. Sullivan, Stauffer, Colwell & Bayles 


here is the agency. 


CBS Leads NBC 
in Seesaw Race 
for Jack Benny 


New YorK—“‘Who’s got Jack 
Benny?” was still radio’s burning 
question as AA went to press. 

CBS apparently was winning 
again in the capital gains tug of 
war forthe “tightwad” comedian’s 
services and expected to an- 
nounce consummation of the 
$4,000,000 deal giving the network 
control of Amusement Enterprises, 
which handles the Jack Benny 
show, Phil Harris, and Jack Paar. 

NBC, which dispatched Presi- 
dent Niles Trammell to Holly- 
wood on a_ hold-that-Sunday- 
night-lineup mission when it was 
discovered that CBS Board Chair- 
man William S. Paley was making 
overtures to its comedy stars, has 
broken off capital gains negotia- 
tions with Mr. Benny. Following 
his return to New York last week 
after a four-day stay in Holly- 
wood, Mr. Trammell did not say 
what went wrong. Informal sources 
indicated it was not a matter of 
money, but of legal difficulties. 


s Hanging in the balance are all 
of NBC’s top-rating Sunday night 
comedy shows, except Fred Allen, 
whose name has not been men- 
tioned in any of the rumors. 
Rexall Drug’s Phil Harris, as well 
as Edgar Bergen, whose purchase 
by Coca-Cola has not been con- 
firmed, are expected to take their 
cues from Mr. Benny. 

“Amos ’n’ Andy,” now heard on 
CBS Sunday nights for Lever Bro- 
thers, were the first NBC stars to 
find Columbia’s big money offers 
irresistible. The network paid $2,- 
000,000—a capital gains deal on 
which the performer is taxed 25% 
rather than the much higher in- 
come tax—for all rights to the 
veteran black-face team. 


I. Miller Names Chernow 


I. Miller & Sons, Long Island 
City, N. Y., shoe manufacturer, has 
appointed Chernow Co., New York, 
to handle its national advertising. 


KIBH Joins Columbia Net 


KIBH, Seward, Alaska, is the 
fifth Alaskan station to affiliate 


NBPA Increases 
Dues; CCA Plans 
Auditing Changes 


New YorK—As AA went to press 
members of the National Business 
Paper Association were still in 
session. All indications were that 
the changes incorporated in Rex 
W. Wadman’s letter to the mem- 
bership (AA, Oct. 25) would be 
accepted. 

Already passed were (1) incor- 
poration in New York, (2) dues 
set at 4% of annual postage, with 
a minimum of $180, and (3) a bud- 
get of $50,000 if calculated on a 
new dues basis. 

The motion to change the name 
of the association to Controlled 
Circulation Publications was ta- 
bled. 


w Controlled Circulation Audit, at 
its annual meeting, voted to change 
its auditing procedure from two 
audits a year to a single audit of 
two semi-annual publishers’ state- 
ments. The dues structure was left 
to a decision by the board of direc- 
tors. 

Considerable argument arose 
over the question of CCA’s audit- 
ing publications with a sizable 
portion of paid circulation. Frank 
L. Avery, managing director of 
CCA, reiterated that CCA will 
(1) audit unpaid portions of busi- 
ness paper circulation; (2) audit 
all of a business paper’s distribu- 
tion (without showing paid), and 
(3) audit none of it if ABC audits 
all portions. 

The new president of CCA is 
D. W. Coutlee, Merck & Co.; vice- 
president, Adin L. Davis, Worth- 
ington Pump & Machinery Co.; 
secretary, F. Morse Smith, Indus- 
trial Equipment News, and treas- 
urer, T. Norman Tveter, Erwin, 
Wasey & Co. 


Rheinstrom to Erwin, Wasey 
as Senior Vice-President 


Charles A. Rheinstrom will join 
Erwin, Wasey & Co., New York, as 
senior vice-president. He will dis- 
pose of his company of aviation 
consultants, which he established 
in 1946. 

Prior to setting up his own com- 
pany, he was for nine years a di- 
rector and vice-president in charge 
of traffic and sales for American 
Airlines, and was in charge of ad- 
vertising. No accounts are involved 


with CBS. The station operates |in his shift to Erwin, Wasey, Mr. 


with 250 watts on unlimited time. 


Rheinstrom told AA. 


Traveling Show 
of GOA Helps to 
Sell Animation 


Mempuis—Sparkle and show- 
manship are being added to out- 
door advertising in such convincing 
style that light, color and anima- 
tion are becoming characteristic of 


Outdoor Meeting 


a large part of outdoor displays. 
And one of the greatest factors in 
dramatizing the possibilities of the 
medium in these respects is a 
traveling theater of General Out- 
door Advertising Co., which was 
put into service last January and 
has already “carried the message 
to Garcia” to the extent of 35,000 
miles. 


s As Clark Hammond, director of 
advertising and sales promotion of 
GOA, told the painted display ses- 
sion of OAAA here last week, the 
war delayed execution of many of 
the ideas which the company’s re- 
search had developed. Last Janu- 
ary, however, when electrical sup- 
plies, sheet steel, wood products 
and other materials became avail- 
able, GOA started out its trailer to 
spread the story of new outdoor 
advertising possibilities throughout 
the country. 

Since then the trailer has visited 
a large part of the country. While 
the show has been exhibited prim- 
arily for the benefit of GOA 
branches and their local customers, 
great interest has been shown by 
national advertisers and agencies, 
for whom special sessions have 
been arranged. 


e The trailer is equipped with a 
screen and projector, and an 18- 
minute movie, in color, shows the 
possibilities of animated displays. 
The key to many of these is the 
Adivator, a patented GOA device 
built by Boston Gear Works, which 
provides a great variety of move- 
ments to figures in the displays 
and their electrical connections. 

An important part of the show- 
ing is a series of model painted 
displays and spectaculars, which 
are operated with color and move- 
ment, and demonstrate to adver- 
tisers how these advantages of out- 
door can be added to their show- 
ings, often at very moderate extra 
cost. 

Carl Henke, director of branch 
sales of GOA, who has shared with 
Mr. Hammond the job of conduct- 
ing the show over the country, said 
that a large number of painted 
displays have been embellished 
with light and animation as the re- 
sult of the demonstrations, and that 
the addition of many new spectac- 
ulars has followed in markets in 
which the company is interested. 


Beauty Factors Sues 
Maker of Magi-curl 


Beauty Factors, Inc., Beverly 
Hills, Cal., maker of Insta-curl 
hair wave, has filed an unfair com- 
petition suit, asking $1,200,000 
damages, against Howe Lewis Co., 
Los Angeles, maker of Magi-curl 
hair wave. The complainant claims 
the rights to the Magic name by 
virtue of prior use, and charges 
Howe Lewis has imitated its ads, 
capsule, color capsule and pack- 
aging (AA, Nov. 15). 

Toni Co., Chicago, maker of Toni 
home permanents, reports that 
tests by its own and other labora- 
tories show the capsule-type hair 
waves (1) produce waves little 
more effective than obtained by 
use of plain water; (2) cause gum- 
my or tangled hair conditions for 
some users with average or coarse 
hair; (3) cause hair to become ab- 
normally acid, and (4) often dis- 
color blonde hair and bed linen. 
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ARF Elects Albert Brown, 
Fergus Mead Directors 


Albert Brown, vice-president in 
charge of advertising and public 
relations for The Best Foods, Inc., 
New York, and Fergus Mead, vice- 
president of the Buchen Co., Chi- 
cago, have been elected directors 
ry of the Advertising Research Foun- 

dation, New York. : 

Mr. Brown has been connected 
with the advertising department of 
Best Foods for 20 years. Mr. Mead 


|has been associated with the Bu- 
/chen Co. since 1926 and has been a 
| vice-president since 1935. 


Two Appoint Melton Agency 


Melton Advertising Agency, Dal- 
las, has been appointed to handle 
the advertising of Tonemaster, 
Inc., Dallas manufacturer of hear- 
ing aids and electronic equipment, 
and Son-El Vacuum Stores, Texas 
chain of retail vacuum cleaner 
stores. 
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TRIB 


Son Diego's business 
future looks good! 
America’s aircraft 
procurement plans 
ore adding to local 
payrolls every month. 


SAN DIEGO 


the 


UNION 


UNE-SUN 


will put your product out in front! 


Power and economy for your advertisin 
dollars. Just one schedule delivers 88.86 
coverage of newspaper homes daily; 84.29 
Sundays. In San Diego... pick the winner 
-.+ morning... evening... Sundays! 


Ask the West-Holliday man! 


“All the News with Partiality to None” 


UNION and TRIBUNE-SUN 


Union Tribune Publishing Co., San Diego 12, California 


REPRESENTED NATIONALLY BY WEST-HOLLIDAY CO., Inc. 


New York + Chicago + Denver + Seattle + Portland + San Francisco + Los Angeles 


Four A’s Forums 


Find Television 
Is Fascinating 


de Rochemont Jeers It; 
Others Bullish; Case 
Histories of PR Told 


New YorK—There were indica- 
tions last week that advertisers 
are beginning to ask why they 
should pay the same high rates for 
radio when it is losing more and 


Four A’‘s Meeting 


more of its audience to television. 

This situation was pointed out by 
Everett W. Hoyt, president of the 
Charles W. Hoyt Co., one of the 
speakers at the radio-television 
session of the annual eastern con- 
ference of the American Associa- 
tion of Advertising Agencies. 

“If you can believe surveys these 
days, you must concede that homes 
having both radio and television 
listen more to television even after 
the novelty has worn off,” he said. 
“I suppose this problem will be 
worxed out eventually, but already 
it has become a tough question to 
answer, particulariy to people 
using spot programs in cities like 
New York and Philadelphia. If 
television will dominate the audi- 
ence, then we must either get re- 
duced rates on radio time or else 
do some smarter buying.” 


ws Skeptical advertisers who are 
appalled by the high talent and 
time costs of television, which some 
of them still consider a rich man’s 
toy, need to be shown, Mr. Hoyt 
suggested. 

Many clients have never 
watched a television show in the 
making. “When they do, I think 
they will realize how much more 
time, effort and experience, as 
compared with radio, is necessary 
|for the final result,” he said. “As 
|for the rich man’s toy notion, the 
| best answer to that is to invite 


any advertiser to take a tour of| 
ithe Bronx or Queens and point|lace W. Elton, art director of J. 
out the high number of video an-! 


tennae modest apariment 


houses.” 


on 


Advertising Age, November 22, 


Asserting that few, if any, agen- 
cies are making money on their 
television billings today, Thomas 
F. Harrington, vice-president of 
Ted Bates, Inc., suggested two 
ways of avoiding the heavy over- 
head of maintaining a television 
department. The speech of Mr. 
Harrington, who was unable to at- 
tend the meeting, was read in his 
absence. 


s The first method is to adopt the 
rapidly growing practice of buying 
package shows, with creative di- 
rectors included in the package. 
Many clients have accepted this 
practice as part of the price of 
securing top-rating radio and tele- 
vision programs, while still hold- 
ing the agency responsible for de- 
livering a sizable audience. 

“Another way to combat the 
expense of added personnel to 
handle television is to literally 
throw this new medium open to 
the normal resources of your own 
agency. 

“You’d be surprised at the con- 
tribution an art director can make 
to the lighting and set designing 
of your show. You'll be amazed 
to learn that your copy people, 
all frustrated fiction writers, can 
make valuable suggestions on 
script and story lines.” 


es Dr. Peter Langhoff, director of 
research, Young & Rubicam, of- 
fered some statistical aids for sell- 
ing advertisers on the medium of 
sight and sound broadcasting. 
Based on Variety’s talent estimates, 
Hooper’s TV ratings and a circu- 
lation figure of 350,000 video sets 
in the New York area, he figured a 
cost of $60.17 per thousand sets 
tuned per half-hour. 

This he converted to $15.04 per 
thousand viewers by using the 
average of four viewers per set. 
Using two commercials in a half- 
hour period brings the cost down to 
$7.52 per thousand commercial 
impressions. 

“If your prospect remains un- 
convinced, you might suggest that 
he will get something of a bonus 
if he buys the network-rather than 
just a New York station,” Dr. 
Langhoff said. 


# Full utilization of the agency’s 
creative staff is one way to avoid 
certain commercial pitfalls, Wal- 
Walter Thompson Co., told the 
group. 

He indicated that the length of 


No other medium 


offers so much 


future 
| ... comfortably financed 


by current sales... 


as the comics magazines ! 


( Fifty million comics magazines sold monthly 


( One in three of all newsstand magazines. 


( National Comics are largest, best edited, best read 
( Have 8 million monthly ABC circulation 


( Give highest coverage, at one-third general magazine cost. 


ti THE NATIONAL COMICS GROUP 


Represented by... RICHARD A, FELDON & CO., INC., 205 East 42nd Street, New York 


448 


video sales messages May No" le 
standardized as those of radic |, 
answer to a question on the pr. 4, 
length, Mr. Elton said “as sho ax 
possible to tell the story” is a afe 
rule to follow. 

Among the outstanding v 
commercials singled out for n « 
tion during the discussion we e: 

Lucky Strike’s dancing ciga: 
which combine American Tob: 
Co.’s familiar selling gimm.:cks 
with entertainment. 

Texaco’s pitchman, which 
set a sponsor identification hig), in 
the mid-90s and has brought quer. 
ies from several big dealers who 
want to represent Texaco. 

Polaroid’s demonstrations of 
what its filter screen does to q 
television picture because it js 
“basically a picture idea.” 

Radio rated only incidental at- 
tention during the discussion, 
which was presided over by Syl- 
vester L. (Pat) Weaver Jr., vice- 
president of Y&R, who summar- 
ized the attitude of the group with, 
“We're bullish about television.’ 

He did, however, hazard a guess 
that television will not replace 
radio until it reaches 94% of the 
homes in America—some years 
hence. 


ws The creative panel of this ad- 
vertising agencies’ “town meeting” 
also was given over to the subject 
of television. Henry O. Pattison Jr., 
vice-president and copy chief of 
Benton & Bowles, New York, was 
chairman of the panel. 
After taking a few under-the- 
belt pokes at television, Richard de 
Rochemont, producer of the 
“March of Time,” confessed that 
“We in the film industry admit 
television may be the key to our 
whole future.” 
“Television does light opera as 
well as the Englewood High 
School,” Mr. de Rochemont jested, 
reminding set owners that they’re 
watching westerns and other films 
discarded more than 20 years ago 
by the movie industry. 
Mr. Pattison, chairman of the 
panel, told of an interesting re- 
port he had just received from one 
of New York’s major department 
stores, which showed that 60% of 
all expenditures on radio and tel- 
evision sets is spent on television 
sets alone. 
Others on this creative pane! 
were Elwood Whitney, vice-presi- 
dent and art director of Foote, 
Cone & Belding, New York; Wil- 
liam J. Griffin Jr., vice-president 
and group copy head of the J. 
Walter Thompson Co., New York, 
and William E. Forbes, supervisor 
of television operations of Y&R 
here. 


a “The election results may in- 
dicate that business and industry 
leaders were probably out of step 
with the political thinking and 
trends of the times. Yet—maybe 
it’s a good thing for all of us. Too 
often we have substituted research 
for thinking.” 

These were the opening remarks, 
at the public relations and public- 
ity session, by Harold A. Smit), 
director of publicity and publc 
relations of Young &. Rubicam, 
New York, chairman of this pane! 

Mr. Smith pointed out that if r« 
search is properly used it can 
provide facts which will achieve 
the goals business and industry a1 
seeking. 

“Public relations men know whi: 
tools are needed to simplify, cla: - 
ify and educate the people as 
whole. But they need the assi:- 
tance of other branches of adve) - 
tising agencies — research, ar, 
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Food Sellers Digest 


the West's unique restaurant monthly, is 
young and slim and shapely. readershir 
is thus wnexcelled. House ads prove that 
year soles mente will = be unusually 
effective. rite for sam co) and rate 
card TODAY to . ad 


Food Sellers Digest 
2385 Edgewater Ter., Los Angeles 26 
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cooy, media, merchandising and 
ratio and television,” he said. 


s Tom Maloney, partner of the 
Newell-Emmett Co., New York, 
gave an example of how a public 
relations department in an agency, 
wth a good idea and working 
foree, can successfully serve a cli- 
ent. 
Recently the Newell-Emmett 
public relations department sug- 
gested to Liggett & Myers a pro- 
gram to gain the good will of per- 
sons in North Carolina; to obtain 
publicity for Chesterfield cigarets 
and radio programs in a large rural 
area where cigaret sales and 
Hooperatings could be improved; 
to stage a program that would re- 
sult in good remote radio broad- 
casts and to achieve good will 
for the company in its home area. 

The idea, suggested by the 
agency, Mr. Maloney explained, 
was to hold a festival in the 
world’s largest tobacco marketing 
center, featuring Chesterfield radio 
stars. 


s The day’s program, which was 
covered by Life, included celebra- 
tions during the day and a big ball 
in a large tobacco warehouse in the 
evening. The chamber of commerce 
sponsored and organized the 
events. All prizes for the contest 
were supplied by Liggett & Myers. 

The Arthur Godfrey show and 
“Chesterfield Supper Club” pro- 
grams originated from the festivi- 
ties. Liggett & Myers took advan- 
tage of promoting itself in this 
rural community, where it is out- 
sold by Camel and Lucky Strike, 
Mr. Maloney explained. 

Although the American Iron & 
Steel Institute is doing a fine job 
on community relations, the steel 
industry as a whole is doing any- 
thing but a good job on every other 
phase of public relations, Kenneth 
Kramer, executive editor of Busi- 
ness Week, said. Mr. Kramer criti- 
cized the steel industry’s govern- 
ment relations. He said the steel 
industry never publicized the great 
part it played in the war effort. 


s “Advertising agencies can play 
a large and important part in help- 


|help unless we look at-the prob- 


lem not as one of communication, 
alone, but one in which under- 
standing of the areas of employe 
and management relationships is 
essential to constructive action.” 

“Before tackling the problems,” 
Mr. Rudge said, “advertising agen- 
cies should equip themselves to 
evaluate policy at the top level 
of management and to verify the 
attitudes of the lower echelons— 
plant managers, superintendents, 
supervisors, foremen, the rank and 
file employes in the factory and 
the friends and neighbors in sur- 
rounding communities. It cannot 
be done effectively in any other 
way and it certainly cannot be 
done through communications 
alone.” 

Emphasizing his points, Mr. 
Rudge played a ten-minute record 
on which were reproduced the 
statements of foremen and workers 
obtained during a recent attitude 
survey made for a major western 
corporation. 

William P. Maloney, in charge 


Durstine & Osborn, New York, 
showed the General Mills film 
which the BBDO client is showing 
to GM stockholders in ten cities 
throughout the country this year. 


Madison Papers a Unit: 
To Publish Morning. Evening 


Consolidation of the two com- 
panies publishing the Madison, 
Wis., newspapers—the Capital 
Times and Wisconsin State Jour- 
nal—was announced Nov. 15. Un- 
der the new arrangement the Jour- 
nal will publish morning and Sun- 
day, instead of evening, as at 
present. The Times will remain in 
the evening field, but discontinue 
its Sunday issue. The complete 
change in operations will be com- 
pleted within six months, but is 
not yet in effect. 

Both papers will occupy the 
State Journal building, now being 
remodeled, and will ultimately oc- 
cupy a single new plant, but will 
continue separate editorial depart- 
ments and independent editorial 
positions. All advertising will be 
directed by Louis Heindel. 

Officers of Madison Newspapers, 


Anderson, chairman; William T. 
Evjue, president; Roy L. Matson, 
secretary; E. G. Lockwood, treas- 
urer. Anderson and Matson repre- 
sent the State Journal; Evjue and 
Lockwood, the Capital Times. 


IBM Advances Lovell 


Gordon P. Lovell has been ap- 
pointed sales manager of the elec- 
tric machine division of Interna- 
tional Business Machines Corp., 
New York. He was formerly as- 
sistant to IBM’s general sales man- 
ager. 


Jordan Joins Jam Handy 


George E. Jordan, formerly pub- 
lic relations manager and sales 
manager for Gerald Stahl, indus- 
trial design firm in New York, 
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has joined the packaged meet- 
ings staff of Jam Handy Organiza- 
tion, Detroit. 


BESZ*EST 


@teus 


PAPERCEMENT 


FOR LAYOUTS -DUMMIES- MASKING -PHOTO- 
MOUNTING and EVERY PAPER JOINING NEED 


A size for every purpose 
Sold by Stationery, Photo and 
Artist Supply Dealers everywhere. 


UNION RUBBER 4 ASBESTOS CO 
TRENTON M& 4 


Reproduction in Quantity __ 


8x10 | 
GENUINE 


re) 61c in 100 to 900 QUANTITIES 
(1000 and over .06c) 


Bites PHOTO-MATIC CO. S35." S228 


of publicity of Batten, 


Barton, 


Inc., the new company, are Don 


ing management,” Fred Rudge, | 
head of the New York agency | 
bearing his name, said, “but we | 
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Nure, America’s going ahead... 
if we all pull together! 


Let’s compare yesterday with 
today .. . that will give us an idea 
of what tomorrow can be! 

Machine Power: Since 1910 we have in- 


creased our supply of machine power 
4\% times. 


Production: Since 1910 we have more 
than doubled the output each of us pro- 
duces for every hour we work. 


Income: Since 1910 we have increased our 
annual income from less than $2400 per 
household to about $4000 (in dollars of 


the same purchasing power.) 


Work Hours: Yet, since 1910 we have cut 
18 hours from our average workweek — 
equivalent to two present average work- 
days. 


HOW have we succeeded in achieving all 
this? Through the American kind of 


What we have already 
accomplished is just a 
foretaste of what we 
can do—if we continue 
to work together! 


Approved for the PUBLIC POLICY COMMITTEE of The Advertising Council by: 
BORIS SHISHKIN 


Economist 


American Federation of Labor 


EVANS CLARK 
Executive Director 
Twentieth Century Fund 


PAUL G. 
Formerly President 
Studebaker Corp. 


HOFFMAN 


teamwork! And what is teamwork? 


American teamwork is management 
that pays reasonable wages and takes fair 
profits—that provides the best machines, 
tools, materials and working conditions 
it possibly can—that seeks new methods, 
new markets, new ideas; that bargains 
freely and fairly with its employees. 

Our teamwork is labor that produces 
as efficiently and as much as it can—that 
realizes its standard of living ultimately 
depends upon how much America pro- 
duces—that expects better wages as it 
helps increase that production. 

Teamwork is simply working together 
to turn out more goods in fewer man- 
hours—making things at lower costs and 
paying higher wages to the people who 
make them and selling them at lower 
prices to the people who use them. 


What we've already accomplished is 
just a foretaste of what we can do. It’s 
just a start toward a goal we are all striv- 
ing to reach: better housing, clothing, 
food, health, education, with ever greater 
opportunities for individual development. 
Sure, our American System has its faults. 
We all know that. We still have sharp ups 
and downs in prices and jobs. We'll have 
to change that—and we will! 

It will continue to take teamwork, but 
if we work together, there’s no limit on 
what we can all share together of even 
greater things. 


WANT TO HELP? MAIL THIS! 


Pusuic Pourcy ComMirree 
Tue Apvertisinc Councit, Inc. 
11 West 42nd Street, New York 18, N.Y. 


Please send me your free booklet, “The Miracle 
of America,” which explains clearly and 
simply, how a still better living can be had 
for all, if we all work together. 


Name 


Address 


CONTRIBUTED BY THIS MAGAZINE AS A PUBLIC SERVICE: Occupation 


in co-operation with the Magazine Publishers of America 
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‘top management t itself! 


« 


“more and more of my hours of reading my SJ rar 
~ ab 
are devoted to Cd O1tdd flafvOud : 


=. the 
CHARLES E. WILSON, President, General Electric Company and Formerly Vice-Chairman of the WPB 


we mt Me 

S » ac 

Ped nit 

... ‘More and more of my hours of reading are devoted to ethok ior 

the business press. I think this is true of business men generally gt = 

in these complex days. You editors of the business press: People ig # | 
take you very seriously. They believe what you say. x 


“I remember that the business press created miracles of pro- 
duction during the war years by their efforts. I will be ever 
grateful for the business press,”’ said Mr. Wilson recently. 


Yes... More and more top management is turning to the business press. a may , 
Major decisions made under stress of critical events require the sound, Specialized Merchandising Magazines 
selective information and “know how” that only the business press is 


equipped to deliver. Top management has precious little time for reading. ¢ SESE COREIIENS CERES - CHEE CS Gene 


That’s why business papers take priority. i itis + LINENS AND DOMESTICS - CROCKERY AND GLASS JOURNAL 
The Haire Publications, in twelve specialized merchandising fields, are « CORSET AND UNDERWEAR REVIEW « FASHION ACCESSORIES 
delivering monthly the “know how” to top management executives in the 
retail field. + INFANTS’ & CHILDREN’S REVIEW - HANDBAG BUYER 
These are retailers, merchandise men, buyers — the very people on + LUGGAGE & LEATHER GOODS - NOTION AND NOVELTY REVIEW 
whom you depend to move your merchandise into the hands of America’s 
consumers. : + AIRPORTS & AIR CARRIERS - COSMETICS AND TOILETRIES 
Haire Publications are “MUST” reading for these executives. More Effective because They’re More Sell-ective 


HAIRE PUBLISHING COMPANY. 1170 BROADWAY, NEW YORK 1- BOSTON - PITTSBURGH - CHICAGO - DETROIT + ST. LOUIS - LOS ANGELES - ATLANTA + LONDON 
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